





The Svotlight’s on Jewelry —See article on pages 16-77. 3 





ee ee 


EEN ART = * 





Wage ema Te Sete ea tae! 


ae) 


AR RE RAMEN CRED BED AAD AP 


"Ded \WALTY 
“Deu t MSH 


’ 


wholly 
each . with 
Order from 


Matchin& 
Earrinss 


4531 RQQQgg@w 
4AT© SNe: TIPE Plain and twisted 
aa7® RAK SRR 
4538 
ai78 


y> retail $? ’ 


SS _ No. 6003 — Simulated Moonstone 
and two colored stones 


No. 6001 — Plain and twiste 
simulated Pearl and four rhin 


‘No. 6067 — Simulo 
stone and three thi 


ng 





2 


a 


SS) 
. Aah we 


N 


y 
, 
j 
2 
é 


aM 





we 


devices — ornamen 





o Custom Designing, Répairing, Diamond ‘Setting, Lapidary | 


FOR JANUARY, 1950 








SCIENCE 
LIBRARY 


s* 


The Cover 


Five of Hollywood's loveliest starlets 
modeled the $250,000 worth of cus- 
tom-made jewelry at the fashion show- 
ing sponsored by the Southern Cali- 
fornia Guild of the American Gem 
Society, in Los Angeles. Complete 
details of the showing are given on 
Pages 76 and 77 in this issue. 
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Jewelry in the new manner 
meer fabulously beautiful 
diamond - bracelet) watches 
ah brilliantly conceived by 
Marce... magnificently exe- 
cuted, under a single super- 


vision, in the WBO plant. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y. 
BY/ 
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Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 
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designed to custom-fit fine watch movements 


In the same fine tradition ... beautiful, nationally advertised WADSWORTH POWDER CASES 
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...all rings are 
ILLUSTRATED 
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_ When you examine a ring made by 


These Advant 
ages 24 
make KARLAN & BLEICHER rings 
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Karlan & Bleicher, you instantly 






recognize that it is the utmost in 





perfection. Such faultless beauty with 





attention to detail can be 
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K & B rings are Better because 









they are made from Die-Struck_ S 4 Styled in keen: . 06 ers uk 4 
_ findings ... . and they are | 
Outstanding because they ha 
all the qualities that make ri 


desirable and saleable. 
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The best way we know of wishing you 
a successful New Year is to say it with 


merchandise ... merchandise that will sed. 


Here vou have it.. . jewelry done in the 


P - 
7 
pa 


traditional Simmons manner and in the 


= traditional Simmons Quality ... gift sets 


~~ 
7 J for men and women that are styled 
“Ke $ Waning right and priced right... merchandise 
COMPANY that is bound to sell. 
ATTLEBORO, MASSACHUSETTS 


Manufacturers of Simmons Quality Gold Filled Watch 
Chains, Jewelry and Fine Leather Watch Straps are more... many. many more. 






~ 





oa 


There are only four shown here. There 
Ask your jewelry Wholesaler today. 


SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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everything the manufacturing jeweler 
needs for the creation of fine jewelry. 
Our settings include high fishtail and 
illusion styles, Tiffany types, circlet, 
skeleton, pearl, spread-base and crown, 
emerald shape, square and high with four 
cramps. Our newest illusion settings — 
the Masterpiece Line — already have 
become very popular. We make findings 
for one-piece to five-piece mountings of 
both light and heavy weight; stone plates 
in plain and fancy shapes as well as bases, 
bezels and round and square tubing. All 
these are furnished in jewelry palladium, 
10% iridio platinum and gold. W 
manufacture pins, joints and safety 
catches and solder for every purpose. 


113 Astor St., Newark 5,N. J. _— 


New York ¢ San Francisco ¢ Chicago 
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Introducing 
The “Presentation Packet” 
O% Both Women’s and Men’s Bands 


Beautifully modeled two-tone plastic with 


Solid Free-Action 
Rivet Joints 


rich, colorful velvet pad. Conveniently pack- 
aged in transparent-window box—you can 
see what's inside without removing merchan- 
dise from container! Occupies very little 


space, ideal for quick, easy handling. 






A big feature in men's expansion bands 
K E S T E N M A N B R O S. M F G. C O. by KESTENMADE! Gives senate rugged- 


280 Kinsley die — 3 R | ness at joints, where most strain and wear 
9 _ cae rl . . 


occur. Smoother expansion action—extra 
comfort—longer service! 





THE KESTENMADE LINE FOR 1950 IS "A DELIGHT TO SEE AND TO SELL" 
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New “Self-A-Tach” Models 
For Plus Sales and Turnover 
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Silhouette 
No. 3F9 


A EVENING SPLENDOR 
Boge tke ee = SPORTSWEAR 
No. 3F3} re 


The new "'Self-A-Tach""* Ends enable 
customers to change these expansion 
bands quickly without tools, dramatically 
unifying watch and band to harmonize 
with clothes and accessories for sports, 
daytime or evening wear. Band widths 
range from extra-narrow to conventional. 





Custom - Designed Ends 


Note the Baquette model, one of the 
Blend Band with Watch 7: 


new simulated-stone-set styles which add 
the jeweled glamour of an exquisite brace- 
let. Available in the following stone colors: 
crystal, emerald, ruby, sapphire, and aqua. 


*Patent Pending 


"Self-A-Tach" Ends smartly wed KESTENMAN BROS. MFG. CO. 


band to watch, joining them into s 
a single, complete, elegant unit. 280 Kinsley Ave., mxohate (elalet= 3, R. I. 


THE KESTENMADE LINE FOR 1950 iS “A DELIGHT TO SEE AND TO SELL" 


FOR JANUARY, 1950 





“SX 


exe 


a 


a , 
a > 


‘Wenianues 


~~” 


A STEP IN THE WRONG DIRECTION 


Things are looking up for this fellow but — there’s 
a safer, surer way to attract a crowd. Here’s all you do: Stock and promote 
SWANK — the jewelry men prefer. Then stand back and watch the men — 
and women — come pouring in. Well-groomed, well-heeled folk who buy 
flat silver and diamond rings, as well as cuff links and Tie Klips. If you’d 


like to draw that kind of trade to your store, feature SWANK the year round. 
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DIAMOND RING SETS 







27 Diamond 
Combination Set 


Rings enlarged 
to show detail 


eee hanhatatane 


Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 


ses"? 





Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding fry of the Miracle — 


rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned...prevents awkward ring 
twisting and shifting, saving rings 


: 
NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle” Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 
Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 


of the law “Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 





SHIMAN BROS. & CO., Inc. 


No connection with any other firm 








234 WEST 39th STREET NEW YORK 18, N. Y. 
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Improve quality and lower costs 


with MAKEPEACE PIT-FREE 
GOLD STOCK 





THIS S 


You can attain a smooth surface on Makepeace gold-filled or rolled-gold 
plate with just a light buff . . . and the effect is similar to that of solid gold 
after heavy polishing. 

Makepeace uses a new alloy and gives it special handling from break- 
down to finished stock to keep out impurities that might creep in. Rigid con- 
trol of dust and dirt, as well as of the alloy itself, is constantly maintained 
from the original melting procedure to the final slitting operation. You won't 
find pits in the stock when you get it . .. they won't appear when you polish it. 

Yes ... Makepeace pit-free gold means a finished product that’s better 
looking . . . of finer quality ... . with less stock scrap through rejects. And it 
costs nothing extra. It’s simply the result of improved Makepeace procedure. 


Start with top-quality stock, and you'll end up with a top-quality product. 


Your inquiries are cordially invited and will receive our prompt, interested attention. 
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FOR ANOTHER 
BANNER YEAR 
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Now... You’re bound to like our 1950 Variety Group! First, 





because it’s comprehensive in that it embraces the most- 


sel / th em wanted, fastest-selling necklaces. Second, because it 





provides you with classic as well as couturier styles to 


all with Deltah gratify any and every feminine preference. Thus, you can’t 





lose necklace sales with Deltah’s 1950 Variety Group. 


no matter Rather, you’re certain to make more of them, easily, profitably! 
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CONSULT YOUR WHOLESALER 


preferences! 








L. HELLER & SON, INC. 
411 Fifth Avenue, New York 











NALESMEN WANTED 


Excellent opportunity tor top-tlight 


men to cover territory tn 


EAST - MIDDLE WEST - SOUTHWEST 








We want men with experience in the jewelry field 
and who have a good following with reputable 


Retail Jewelers. 


There is a certainty that the right men can derive 
substantial sales earnings in handling our Lovebright 


diamond rings. 


Write fully concerning past experience. All com- 
munications will be held confidential. Interviews 


will be granted upon receipt of written applications. 


A. EDWARD FISHER & C0., ING. 


2930 FIFTH AVE. NEW YORK CITY 














Creators of LOVEBRIGHT Diamond Rings 
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Lovebright's 
Glamorous 10-DIAMOND DUO 


set in precious platinum 


Priced to retail 3] hg 

PROFITABLY at 

Illustration enlarged te 
show detaill 


Lovebright helps you to do more Diamond 
Business with these FREE sales helps! 


@ ‘Stop the Music” @ Free Point-of-Sale 
Radio Program Material 


@ “Spin to Win” ah sei DIAMOND RINGS OF MASTERPIECE QUALITY 


Radio Program Transcriptions 
@ Free Wedding @ Free Diamond 
Alb Ring B ‘ ’ , 
— sn mania Toh atolaloliba oh A-tm dl t-2oM OllolaalolaloM dialeh- mol Ma-tohilld-T Mele 


eee = 8“CTOD THE MUSIC” 


@ National Advertising 
On your local ABC radio station every Sunday night. 


A. EDWARD FISHER & CO. INC. (arn 


Importers of Diamonds .. . Over 35 years of Service to the Trade New York offices 


for further details. 
580 FIFTH AVE, NEW YORK 19 J 


FOR JANUARY, 1950 











w 




















WEST COAST 


When we opened the doors of our 
Los Angeles plant early in 1946 
we did so to take better care of 
our many west coast customers. 
We also felt certain other users 
of precious metals would appreci- 
ate a Refining Service like ours — 
““close-to-home.”’ 

Evidently we were right. In less 
than 2 years we had to add more 
facilities. Now we are ready to 
serve you better than ever. You can 
take full advantage of Handy & 
Harman’s wide experience, assur- 
ing “Consistently Accurate Re- 
turns.” 

Try us with your next clean-up — 
you'll like the results, we feel sure. 





HANDY & HARMAN 


7~— 





CENTRAL U.S. 


For many years we felt that our 
mid-west customers and friends 
deserved a more local type of Re- 
fining Service. Now it is fully 
ready to serve you. 


Our Chicago plant (formerly 
Thomas J. Dee & Co.) has been 
enlarged and modernized. Here 
you get the full advantages of 
Handy & Harman’s perfected 
methods and procedures. You get 
a service with savings in shipping 
charges and time. 


Regalar customers find this new 
mid-west service economical and 
efficient. If you have not tried it, 
send us your next shipment. We 
feel sure you'll find this ‘‘closer- 
to-home-service”’ profitable. 


| The best in REFINING SERVICE is yours 


wherever you are... 


Send your next shipment to our nearest plant 
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EAST COAST 


Our Bridgeport plant is the refin- 


ing headquarters where our highly 
perfected processing and labora- 
tory methods were developed. 
Here we have the extensive facil- 
ities and trained crews of expert- 
enced operators that are hard to 
beat. Aad working with these men 
are our two Service plants at New 
York and Providence, which give 
local pick-up service in handling 
the large number of Regular Cus- 
tomers who ship to us regularly. 
Do you expect to make a mid-year 
clean-up soon? Send us your ship- 
ment, large or small. We're sure 
the returns will please you. 
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that grow into 


BIG SALES 


Kaleidoscope * — beautifully 
designed in 14K gold. Colorful 
varied designs are seen 
by looking thru small 
el ol alll Mile Mm iaallale 
opposite end of charm. $29 eg 
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Far Above the Rest 
Down to Earth Prices 


One Carat lo Bifly Carats, Chose 
who know diamonds, choose 


from one of TLL largest 


collecttons . * 7 7 lhe Howse gd F 
Diamonds” fatule us anay of ‘ 
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Announcing Os 


THE REMOVAL 
OF OUR OFFICES AND PLANT TO NEW, 
ENLARGED, AND MORE CENTRALLY 
LOCATED QUARTERS AT 


25 WEST 47th ST. 
NEW YORK 19, N. Y. 


FORMERLY AT 26 JOHN STREET, NEW YORK 





PLATINUM - IRIDIUM - GOLD - PALLADIUM 


A 


HONESTY 6629 ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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There's a distinctive air of quality about 















Seidman creations. It’s a matter of design, 
too. Has nothing to do with price. You 
sense it the moment you see Seidman styling. 
It explains the saleability of the line, the 
quick turnover and the soundness in your 


choice of Seidman merchandise. 
SEICO} 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 
» NEW YORK 19, N. Y. 
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KEY to 
rofitable 
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Value-better-than-ever in these 
STERLING SILVER and CRYSTAL 
ASH TRAYS or COASTERS... 


Here’s incomparable value to launch the “‘Promotion-of-the-Month”’ | 
Campaign by Everbrite . .. Every Ash Tray-Coaster is bright finish— : 
giving it a note of extra distinction. The Crystal glass is beautifully 
designed to fit perfectly with the Sterling Silver. All pieces have an 
elegant gadroon border . . . The special low price assures worth- 
















while volume, speedy sales and handsome profits .. . Order only Each STER 
_. 0n your firm order form or letterhead. . i ASH TRAY = CoA 
: oe ee ees, EES shipment 


ym. ewreem & SONS CORP. 


mm esha ry aS tre et New Yor k ON 
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RETAILERS SAY. 


ADVERTISED 
Mt Z RINGS 


maks SALES WHEN ee 


OTHER FACTORS FAIL... 
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1. Matching bridal combinations stay together always! 
2. Rings may be purchased and worn separately! 
3. Lock is unnoticeable at all times! 

4. Lock parts made of high-tensile strength gold! 

5. No foreign metals used anywhere! 

6. No springs, no forced action! 

7. No disfiguration of either ring! 

8. Precision engineered construction eliminates sizing problems! 
Lock comes out of 9. No bulky attachments to remove, attach or misplace! 
wedding ring. 10. Prices are extremely competitive always! 





Complete Warranty and Instruction Booklets, 
promotional helps, displays, mats available. 


SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inne. new vorcis,x 
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THE SECRET LOCK COMPLETELY DISAPPEARS 





There is positively no disfiguration of the individual 


mountings. This means that the sale of one ring 


assures the sale of the other at any time. 


n FEATURE ! 


IMP oO 


ing problems ' 


OCcK RINGS! 


— the greatest? 





There are ne siz 
Ask your distributor 





NOTE: Sold enly through author- 
ized distributors who are 
granted the right to sell patented 
Feature-lLock mountings under 
the registered name or their own 
brand name. 


Feature-lock is patented in the U. S. 
Pot. Off. Pat. Nos. 2?,029,464-2,127,766 
and other patents pending. 


SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inc. 
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126 W. 46th St. 
New York 19, N.Y. 




















The new, handmade 
Heartbeat Choker 






‘““‘Heartbeat’’...ahandsome, 
handmade choker with superbly 
fashioned, plain-finish locket. 
May be ordered with any fancy, 
handmade chain illustrated, with 


or without locket. 
#513C/HT 


Matching bracelet also available. (actual size) RD 


Order today through your whole- 


saler. 






1/20 12Ke. 
Gold Filled 
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LOS ANGELES 


NEW YORK CHICAGO 
9 Maiden Lane 29 E. Madison St. 315 West 5 St. 
A. H. BETZ A. B. PINERO JACK KLEIN 


CHAINS * BRACELETS °* 


Rejet ¢ 3s gm. 


KNIVES * BABY JEWELRY IDENTIFICATION BRACELETS 
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i. EA A 1) - 
10/OW. Available 
with all white stones 
or white with colored 
stones at quarter 
hours. Flat. sunburst | 
3 crystals. ‘ 


14 


hyn) 
! 


1°) ae Rf SYA Od 
6/OH; 6/OW; 4/OE: 
10AX; 10BC. Available 
with all white stones 
or white with colored 
stones at quarter 
hours. Flat, sunburst crystals. 


11'/, thin curved dial 
3 way, sunburst, dome 


10!/o 10BC, 410 Gruen 6/OH: 6/OW: 4/OE 
New, jewel corrugated 10AX: 10BC: Flat 
bezel. Flat, dome, 3 sunburst crystals. 

way, sunburst crystals. 


Avaitiable with plain 


Bere! 1147 88 


WATCH CASE CORP. 


150 Varick Street 
New York 13, N. Y. 


POPPDL OLLIE EPID 


RPO 


1069/29 = 1069/88 
/ > 10BC, 410 Gruer 


** . — . ™~ >. 
10'/ 10BC, 410 Gruen +o \ Pe , oe: 2 
Be 5" Set 2 | way 
Flat, dome, 3 way * or no — a 
sunburst crystals. sunburst crystals. 
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STAKE YOUR CLAIMS TO GREATER WATCH STRAP PROFITS IN ‘50 WITH 


sc 


Smart ¢ cool *« washable! 





Perspiration-resistant! Longer wearing! 


Matchless for year ‘round comfort! 


By all means, let NEET woven NYLON straps point the way 
to greater watch strap sales in 1950! For there are 

no other straps to compare with them for good looks, 
smartness, strength, resistance to wear and perspiration. 

In addition, they‘re the easiest straps of all to 
wash and keep clean — thanks to the unique 
superiorities of their nylon fabric. 

Available in a variety of popular shades 


— in two-piece and one-piece styles. 


Neet Woven Nylons Available in %’' and 34” 
widths; regular, extra short, extra long lengths. 
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CONSULT YOUR WHOLESALER 
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Neet woven NYLONS 
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are mounted 12 to an 


attractive triangular 











setup window or 


counter display. 
ARISTOCRAT OF 
WATCH STRAPS 


LASKO STRAP COMPANY 200 Hudson St., New York 13 
CHICAGO: 20 E. Madison « 







LOS ANGELES: 220 W. 5th St. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Like the streay 7 that finds its birth in the snow 
coveredatae bs fo) ok wume [gelelUlol | Namelollaliare 
momentum Gail it rises to a crescendo of | 


eee: rhythm iaaaad a eer distinctive 


Or. For this, 
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Kishor’ Piles. In. 


21 West 46th St., New Sa 19 


JSé 2 wolor Crs 
Hoard of Teme Zrade~ 
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"VALENTINE! 
and every gift. ‘eccasion. 
The magnetic sales “attraction: 


“The Thorens Swiss Musical Movement 
plays one of these popular, romantic 
tunes: 

e Some Enchanted Evening 

o Stardust 

e Always 


e Anniversary Son 
(Assorted tunes in each shipment) 


Featured editorially in Esquire, Glamour 
and associated Press Gift Selections 


NATIONALLY ADVERTISED 


STYLE 54 onesie 


Aniline-Dyed Leathe 

24Kt. gold t tapied. Veivet lined. 
Size: 10” * x 342”. 

Colors: Wine, se — 
Suggested = $9.95 
Cost to you: 


STYLE 72 

Finest quality leatherette. 
Same size, colors. 
Suggested “ $7.95 


Cost to you: 
Both styles ediishle in smaller sizes. 


Ad mats upon request. 


order. early for 
PROMPT. DELIVERY 


% 


MEL £ ‘Manufacturing Co., Inc. - 366 Fifth Ave., New vork 1, N YX, Est. 1912: 
d Distributors of all Mele products 


Exclusive © janufacturer® an 


JEWELERS 
WELERS’ CIRCULAR-KEYSTONE 





The Gotham Watch 


ETERAN S SE 


DON’T MISS THIS CHANCE TO CASH-IN. 


Over Five Billion Dollars will be distribu- 
ted to VETERANS during the early months 
of this year. They'll be looking for watches. 
Use this promotion to get your share of this 


BIG BUSINESS opportunity. 





PROMOTIO 
MPAIGN OFFER 


MAILING CARDS! 3 7 
NEWSPAPER MATS! Only a few of the special Veteran's models 
WINDOW DISPLAY CARDS! are shown here... WRITE, WIRE or PHONE... 
RADIO SCRIPTS! for complete details. 
Bas 






AS ADVERTISED IN... 


. 


REE — In your promotion of this series . . .xtagee a, LIF E-postr-Colliers- Look 





OTHERS FROM $24.75 TO $2500.00 





Gotham Watches 
_ Product of OMlendortt Watch Co INC., 20 W 47th STREET, 
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SNUG, CUSTOM FIT! 


The End-O-Matic End fits small, me- : = 
dium or large lugs like it was made $2222 2222 => 2 or 
to order...looks like a custom job! =S2=3 = i 
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3039 — 1/20-12 Kt. G.F., ¥.P.W. Retail $6.50 


Wii 
Hi n 


HAH 
WA 
vt 


AAS, 


ahh, 
+4 


i) 
HA 


Heyanegy 
, 
4 
4 


7 


M 
yt 
4 


ss 
an cece 


i 
" 
’ 





; 
Ay 
Vy 
MM | 


bbb b 55035050005) 005002)0)5))0 01 “| } 
certs © CER EEEEET REECE RCE ECCER CAEL EC 





: 
hy 
Ati 
(A 


44 ) 
hte 
Hiitial 
iy 


: 


Hi 


Avs 
1444 


Hs 


3044 -—- 1/20-12 Kt. G.F., ¥.P.W. Retail $6.50 
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id? MALLER INVENTORY! S23 22== = i 3047 — Safety-Center Clasp & Chain, 1/20-12 

25; . es = = 3046 — Same as above, without safety 

No need fo carry a big assortment of 225 : 

F= watch bands with different end at- 23 | ee eee i — ep th 
fachments. Jusf carry an assortment 

= 3049 — 1/20-12 Kt. G.F., ¥.P.W. Retail $ 


sad 


of J-B styles... the End-O-Matic End 
fits all ladies’ watches! 





HHH 





ee i a, 


a ah 





3316 — Sitk Cord, 1/20-12 Kt. G.F., Y.P.W. Retail $ 
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*6045 — La Petite Expansion, 1/15-12 Kt. G.F., Y.P.W. Retail $6 


All Prices Include Federal Tax 
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Retail $6.50 
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without safety chain. Retail $6.50 
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1/20-12 Kt. G.F., Y.P.W. Retail $6.95 


the only watch bands with 


0-Matic End 
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3045 - 1/20-12 Kt. G.F., Y.P.W. Retail $6.25 
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*6056 — La Petite Expansion, 1/15-12 Kt. G.F., Y.P.W. Retail $6.95 
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*6065 — La Royale Petite Exp., 1/15-12 Kt. G.F., Y.P.W. Retail $7.75 
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GET THIS BIG J-B 34" DEAL! 


All with the new End-O-Matic End 


Choose either of these fast-selling assortments: 


ASSORTMENT ary try — 12 Mixed Expansions and Snake Chains. 


Yate 
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oe. 2 
pie ae 





THE PERFECT WATCH BAND 


wit, 2 achmaree birt LO aege eet omen 
SRY CHR aR GAGA Ee wah 











































aa ie Two each of Nos. 6065, 6055, 6056. 
One each of Nos. 6044, 6039, 3039, 3044, 3045, 6045. 

Sey oe ASSORTMENT "34”B — 12 Full Expansion Bands. 
Four each of Nos. 6055, 6056, 6065. 

: RETAIL SELLING PRICE ror cach assortment $85.00 

a ae Ror YOUR COST ror either assortment............ 84.00 

oe YOUR PROFIT.......... cessssse. 937 29O 
(After deducting $13.10 Fed. Tax) 

s = = All J-B Watch Bands Are Now Fair Traded 


F., Y.P.W. Retail $7.75 


W. Retail $6.95 









WIRE — PHONE: OR MAIL 
THIS ORDER FORM TO YOUR WHOLESALER! 







Please send me J-B ‘‘34’’ Deals as follows: 
__Assortment “34”A Assortment ‘'34’’B 


QUANTITY 
and include display tray case with each assortment. 
| Bill me in the usual manner. 


| i 
f STREET_. 


QUANTITY 






BEAUTIFUL COMBINATION 
WATCH BAND TRAY & DISPLAY 
WITH EACH ASSORTMENT 


Rich velvet lining; covered with 


IP 94 





















Now...A More-Beautiful-Than-Ever Gift Box i a 1 ee i : 723 
for the J-B Royal Family se z 


First it’s a 
Stunning Gift Box 


Royal Viceroy 


Now J-B brings you a brand new, more 
Xcel Uh ibaY] Ma cel ies amolelile Mm olo> Gm coMeiilelic slic 


regal beauty of the famous J-B Royal 





Family — a magnificent dual-purpose box 4 J Fe 
in stunning new two-tone pearlescent plas- ( dé. ga . = 

: : ee = Royal Chevron 

tic. Is the most useful watch band box 

ever made, because it's also a handsome 
cigarette box when the.band is removed. 
Royal Family “Ladies”, Y.P.W.....$9.50, Fed. Tax Incl. a= 


Royal Family “Men’s’, Y.P.W.....$11.75, Fed. Tax Incl. 7 » G4 -! Royal Brigadier 
(Nos. 6286, 7287, 3287 — yellow only) > E 


ORDER FROM YOUR WHOLESALER ‘ A ee 4 \ 
2 ‘Don’t miss TRAFALGAR SQUARE 


. +. J-B’s terrific new hit in 
men's watch bands. Turn to 
the last page of this insert. 






"Royal Heart 


MORE GOLD FOR MORE WEAR 


All J-B expansion links are made 
with 1/15-12 kt. gold-filled top 
shells—50% more gold than in 
most other expansion bands of 
comparable price! 


*Expansions have stainless steel backs 

















JACOBY-BENDER, INC. 


NEW YORK 13, N. Y. ee *7287 — Royal Archer. 
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to attach the sensational 






to any size watch lug 


Proved in a dramatic 
“Stop-Watch Test” 


Start .. . Miss Palmer tite up a J-B Watch Band ion conducted by the 
End-O-Matic End; studies it for a moment and finds UNITED STATES TESTING CO. 


that the prongs spread apart easily. 
Report No. E672 — Dec. 7, 1949 
























1 Second ... Holding watch in her right hand, Miss 3.9 Seconds ...End-O-Matic End snaps into watch 


Palmer holds End-O-Matic prongs open with thumb and lug quick-as-a wink. Fits snug and secure and can't 
forefinger of her left hand. No tools needed. come loose. 


“It's $0 easy do it! " 
anyone °4 






Even though | never be- 
fore handled a watch 
band, | attached the J-B 
End-O-Matic Watch Band 


in less than 8 seconds. 













& Seconds ...Miss Palmer has followed the same 
JACOBY-BENDER, INC. procedure in attaching the other end of the bracelet 


161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. to the other watch lug. THE WHOLE JOB IS DONE... 
IN JUST 8 SECONDS! 









*U.S. PAT. PEND. 
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THE NEW LUXURY LOOK IN MEN’S WATCH BANDS 


Once more J-B captures the trend in masculine fashion 
with smart, new bold designs in men's watch bands. 
Made in the superb J-B manner, each Trafalgar Square 
Watch Band is a masterpiece of craftsmanship and detail. 


NEW DOUBLE SAFETY CATCH 


Exclusive J-B Double Safety 
Catch ...featured for the first 
time in Trafalgar Square Watch 
Bands, has an outer and inner 
lock for double security... yet 
Opens in a jiffy. 
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Trafalgar Square bands are 1/20-12 Kt. G.F., in yellow, === NS 
pink and white, except 1087, which is yellow only. ——= , 
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: What's the watch 
worth watching? 


The budget-minded watch¢ | 


that’s ticking off sale after sale 47 
in leading jewelry stores from £ 

coast to coast... the accurate, 
| completely dependable watch 4 
| that makes its appearance in é 
| striking national ads millions of 
potential customers will see in § 
| 1949. Naturally it’s a 


the watch that means greate 
unit profit for you! Remem- 
ber, when you sell a Craw- 
ford watch, you sell a watch 
of sound quality ... a watch 
that increases your prestige, 
ups your profits. For your 
best watch buy... for the 
watch your customers will 
buy and recommend, look 
to Crawford. 
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AMERICA’S BEST SELLING CLOCKS BY —hinney-Walher | 















THE THINNEST, SMALLEST AMERICAN-MADE TRAVELING ALARM CLOCK AUTOMATIC 22 YEAR CALENDAR CLOCK 
No. PW26. Its trim lines and dependability make it the No. PW32. A bright new idea in time-keeping. Tells the 
perfect traveling companion, Gilt trim; luminous dial, time and date at a glance! Combines an accurate clock 
precision movement. Brown, tan, maroon and blue simu- with an automatic 22 year calendar, adjustable for any 
lated leather. Size: 4-3/16 x 3-9/16 x 1-5/16. month with a flip of a finger. Square modern easel 


clock, gilt-framed; raised gilt numerals. Size: 4” x 4°. 


To retail Gt ececces $895 plus tax 
To retail GF ecccee $995 plus fax 


A No. PW40 LIGHTER-CLOCK 
lways first with the unusual in styling, ae wa manatanr NS A double-duty beauty! The novelty appeal of this 
| - unique item is matched by its dependable performance 


—as a lighter—and a timepiece. Both fully guaranteed. 
Gilt and silver finish. Nothing else like it! Suitable for 








design and originality in ideas is Phinney-Walker 








































! Company—a division of Semca Clock Co., Inc. —) desk or table; aie gift _ “a ° a ha" % 
—tlockmakers since 1915. Truly there is a | of 
Phinney-Walker clock for every place and IO ee 9: 
purpose at a price for every purse. Outstandingly ) Myo 
beautiful, Phinney-Walker clocks grace the | 7 6. 5 : 





finest homes and desks and travel in the best 
company! With precision movement timed 
and guaranteed, you can depend upon anv 
one of these distinctive clocks to give you the 


right time and enjoyment every time. 


ADVERTISED ON TELEVISION 










e.* 
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: a ) No. PW16 TRAVELING CLOCK 
aa AX. ‘e Small size. FOR HER: A dependable time- 
“7 \ AY keeper at exciting low price. Luminous dial. 

Brown, tan, red and blue simulated leather. 
Size: 3344" x 3%” x 1%". 

To retailat...... $645 plus tax 
No. PW15. Traveling clock same as PWI16 in 
lf larger size: FOR HIM: 4-9/16" x 4-1/16" x 
1-1/4". A wonderful value— 

To retail at...» » 3645 plus tax 
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No. PW20 CLOCK AND CIGARETTE BOX 
Novelty gift item suitable for desk or table, with pre- 
cision clock movement and compartments for 2 packs 
of cigarettes (regular or “King” size) or 2 decks of 
playing cards. Brown and maroon simulated leather 
Consul# Your Wholesaler with gilt finish trim, gilt dial. Size: 6” x 4Y¥2" x1% ¥ 
To retail at . see $975 plus tax on clock 


























Clock Makers Since 1915 


If you desire unquestioned leadership in costume jewely 
— if you seek the superlative — Jewelry by Rothma 
brings your search to a triumphant end! Step by careful 


step, it is literally designed and made like precious jewelry, 
You show it with pleasure, pride and profit, because there 
is nothing in its price class to compare with it for detailed 


elegance and quality. 
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A COMPLETE PRICE RANGE 


Pin and Earring Sets, with Chain, 
in display package illustrated . 








Preautifal. beyond comparison! 


Opens new doors to far greater profits! 









a 


All pieces are of 1/20-12K gold filled. 


Available in either gold or rhodium finish. 







Sold exclusively through your wholesaler 


Charles Srolhman bo.,Inc. 


72 CLIFFORD STREET PROVIDENCE 3, R. I. 

















George D. Schindler Maurice S. Taube, Inc. 
347 Fifth Avenue 37 South Wabash Avenue 









Representatives 






Start the New Year with this REAL 


Be the first in your market to introduce the revolutionary new 





Once in about 20 years a product is born 
that is a natural SALES LEADER. A proved 
success in the Los Angeles market, these 
simulated Star Sapphires are unrivalled in 






I" 


their likeness of the natural legendary 


o-. 


gem’s glowing beauty. 


FREE MATS * FREE BROCHURES 
LIBERAL ADVERTISING ALLOWANCE st 


Write today for details on our * / 


Simulated 





= 
ay Star Sapphires 
— have the 


— . . 
; = same brilliance, 
gs .- 


Ca al we 





complete proved promotion color and star 





effect as the finest 


program especially adapted 
for progressive merchants. $995 to 69: ai genuine stone. 


EARRINGS: stone, imprisoning a 
perfect six-rayed star, 
is exquisitely set 


with dazzling rhinestones. 


CALIFORNIA 


Available in rings, ear- 





, 95 , 95 ‘# mt a rings, pendants and brooches: 
44 SOUTH HILL ST. a i vality in creative 
A> 1°07? retait Rape 
LOS ANGELES 13, CAL. ; mn ry styling, disp nae ° 
ar Sapphire at its very best. 
ALL PRICES | ew 
| KEYSTONE 
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Here is the type of advertising that you will 
appreciate and use because it is designed to 
do four things for you: 


1. Sell the beauty, quality, and value 
of RHAPSODY Diamond Rings*. 


2. Help you build volume sales for 
your general line. 


3. Help you build prestige and good 
will in your community. 


4. Provide a practical SHARE-COST 
advertising campaign in your local 
newspapers. 


Our salesmen are now on the road 
with the new Rhapsody prestige Line 
for 50. The time you give him will 
be well spent. 





THIS PROGRAM 
WILL BOOST YOUR SALES 


. COOPERATIVE ADVERTISING 


* National Advertising * Bride’s Booklet 

¢ Free Mat Service * Free Ring Gift Boxes 
* Free Counter Displays °* Free Window Displays 
* Free Ring Trays ¢ Free Dealer Signs 


sown M STCKLES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
WHOLESALE JEWELERS FOR NEARLY 100 YEARS 
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don't trust 
your naked eye 









as 
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Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
° . on! * through your own Loupe. You will then share the enthusiasm 


es pea of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


©, eure rast#? 6” 


Monn ®! Diamond Rings. Franchises are still available. 





Loupe-tested 
DIAMOND RINGS 








x 





b Rik 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « —_ 
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FEDERAL TAK (INC: 


The new expansion watch band 


like a rare melody...an exquisite note on your wrist or over your glove. 


See the Gemex Sonata at better jewelers everywhere. 


© 1949 GEMEX COMPANY UNION N 










your most important 


eCuStOMeEPS .ecec 


the smart women others copy — 

are reading about the 

exquisite new GEMEX SONATA WATCH BANDS 
in their favorite fashion magazines... 


they will see ads like the one 


on reverse side of this page. 


se 
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GEMEX/COMPANY ® UNIGN. N. J. 





WHY THE NEW (5EMEX Sonary Vit, 
PLAYING A MELODY OF RETAILER prop, 
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ee 


1. Extra strength: Gemex SONATA has the 
ically new durable sealed-spring constry¢ 








you pay no more for this long-lived str, 
which is built into every Gemex sonata, 


"patent 
















2. New Designs of the Gemex sonar! 
just one watch band, but several—all beautit; 
styled for up-to-the-minute 1950 fashions; 
to see all of the new Gemex SONATA design 








3. You receive this beautiful clear plastic’ 
and Display Box for displaying the 
SONATA like the rich jewel that it is. 




















4. You’ll like these attention-getting windor 
counter displays; harmonious backgrouni 
the appealing beauty of the Gemex Sik 
Important thing is, they help you sell 
watch bands. 








5. Use the new Gemex SONATA newspapt 
mats, free on request, in your local pa 

tie-in with the national advertising. Us 
Gemex SONATA displays—let your customet 
others know that your store is the place! 
Gemex Watch Bands. And use the fre! 
enclosure. All you pay is $2.50 per thoi 
(minimum charge) for your imprint. 
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‘the House of Fahlails 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 


FOR JANUARY, 


1950 


Jewelers from all over 


America know Goldstein-Gerson 
as “‘The House of Fishtails” . . . for no 
one else has such a wide selection of 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of 
superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 


.) - e 
ee 


ae ~san 


° 
Sse ee 
P\VSEP ere 


t WKS 
Bie? Swe) 


“@ 9 fi 
' AX #8 
* « 4 
Sa 
5Oe 
dl 


SY 


wf Vee oa FS 
sf += . 
-—_— 


jer aor Leas 


~¢: Pag a “8 
ae oe : G 
7A Se te oe 


. oF 
. 
’ 
a 
« 


ores? -@ 
= 
i 
vt 
anys ° 


<9 


’ 
ae 


a. ee aA Sys ey = at ae nee 
Or eg Pe 
O N @* 
ee eo ena 


—- 
> 





EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19,N.Y. 





4l 











We Mourn the 
Loss of 


Our Father 


HENRY ZWEIG 


AUG. 15, 1894 NOV. 29, 1949 
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FIRST AMERICAN WATCH in 1850 
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WALTHAM CENTENNIAL WATCHES 


Few American companies can boast of a 100 year Birthday! WALTHAM celebrates its 100th 
Anniversary by giving the jewelry trade something extraordinary . . . to merchandise and 
to SELL ... profitably! Watches packed with extra jewels for extra selling power! Watches 
promoted with extra vigour because we know America loves Extra Value! Here’s how we 
are promoting our 19 JEWEL CENTENNIAL WATCHES! 





POWERFUL ADVERTISING . . . Full pages 
Te Wn Oxo) Co) ana Groyolsiictelam-telemmaelenlelabbter:ame) tia. 
and white ads! In LIFE, Saturday Evening 
Post, Time, Collier's, American Weekly, 
Esquire, Cosmopolitan, American Magazine, 
New Yorker and other influential magazines 
reaching MILLIONS OF READERS. 


RETAILER'S 12-MONTH MERCHANDISER 
; . a colorfully illustrated promotional 
guide for effective, month-after-month 
profit-building ideas, each promotion backed 
by specific mats. | 


DRAMATIC, ATTENTION-COMPELLING 
WINDOW DISPLAYS. .. traffic stoppers for 
your store windows. Beautifully designed 
show case and window display signs. 





PRESTIGE NEWSPAPER MAT SERVICE... 
different promotions, month after month, 
for profit-making business. In a variety of 
practical sizes. 

EXQUISITE RUBY-RED GIFT BOXES... 
handsome for display, stimulus for profit- 
able sales. 

COLORFUL CAR CARDS .. . designed by 
leading artists, imprinted with your store 
er-teslome tere mr telebust ye 

FORCEFUL MAILING PIECES... in atten- 
tion compelling colors, complete with your 
store imprint. 


FULL COLOR MOVIE SLIDES .. . for your 
local theatres. 


RADIO SPOT SCRIPTS. PUBLICITY 
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ATCHES 


to retail for 


13 


Federal Tax 
Included 


4 ADJUSTMENTS 
2 TO POSITION 





Our Salesmen are on the way ...It's good business to see them. 


> 


2 
Bs 

$354 

YEA 


SG 
+ 


+ 


Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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| : Hand Carved. 















a oct as oC exclusivel 
‘In the largest exclusive « ass > ortment of 7 y 


Hand Carved Wedding Ring y th 
to please your customers’ scriminati ti g tast 
contrasting moods. oat brilliantly 


exacted % the Sarel Bri dal plont...sol d directly to x Zick Jae? 





designed by 



















cot, ‘N «Ww York ¢, ©. fF. _ 
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h A D q E Y. HADLEY alone..presents the greatest 


construction advance since the introduction of the expansion bracele; 








€ So sensational is 
this latest HADLEY 
construction that 
HADLEY...and HADLEY 
ALONE...makes this 








guarantee 
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Plus! New spring baguette end piece. TT 


Springs apart to fit all sizes of watch cases. Attach at the counter! No 








tools required! Foolproof! 






with pushbutton opening. 


= 
Streamlined...narrow... DEPENDABLE... instant release...positive closing! 


New Pinch-On End fits ALL watch cases—wide or narrow. —e = 


Here’s the FREE MERCHANDISER to help you sell this line 


New Ratchet center. Half-round design 


A space-saving case, resembles an expensive, 
tooled-leather book. Opens flat to display 
the complete line. Each watch attachment 
individually mounted on a beautiful 

maroon velvet pad, designed and produced 
in accordance with specifications 


laid down by the jewelry trade itself. 


; > 
Gea 2 
3 ee af 
Me) rick: $ nd , 


THIS MERCHANDISER FREE OE 
with the purchase of 20 Bracelets Ne eel 





HADLEY year! Ask your wholesaler to show you the COMPLETE Hadley line now ready. 


+4 A 1) qT i" THE HADLEY COMPANY, PROVIDENCE, R. I. 
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WATCHMAKERS of SWITZERLAND 








Here’s the ad that’s selling for 
you during January and Febru- 
ary. Appearing in full color, it 
will total 86,786,222 reader- 


impressions in Life, Look, Satur- 
day Evening Post, Time, National 
Geographic and Farm Journal. 





1 When om giv ~ oe watch to per you a ve, it's not’ ment, you can be sure that your 
ae " Ppenda 


f ‘ ital il ba | 

only ac _— — agg the y lesig but tops im dey ut Value 

— burt a poy <n bee tu ro when hen you shop tor a watcl alled 
s « pay for! 


you give a watch a oan vr iy Sule son cabins move “bargains” — you usually get yust about what 


Most eloquent way to say 


“Happy Birthday” 





med ———— wa - oe — —or as a gift—see 
tches » Swiss features — water 
vd Paoch cn henee poe wi adit m— 3 ae — nt ches, 
ono ’ rhs fine wat ry sae 
- 


y = © it easy Jor vour watch to 
. one a mu buy te ede b Tryices momicaliy and promptls if it hasa 
" , : to the quality Swiss movements that ma seesible the quality Swiss weled lever movement And—when vou 
s @ , smartest new watch fashions ways—il's the movement miv, rely on a jeweler in whom you hare dence 
, at counts—be sure your new watch has a quality Swiss ie ll show you the best waiches u ¢.cd lever 
m eweled lever movement movements in your price range 
S ROLE LEGS CORES BEPC EE TF 
Your watch ticks $2,000 times a day eve cry time For the gifts you'll give with pride—let your jeweler be your guide 





ss Breer aes the strike the ex 

w mpulse tran re med 4 A. 1 — red 

den tha puaiedimes eavamaes ae = he WATCHMAKERS OF ©@: SWITZERLAND 

and more exuy —_ — —_ ~% imp ute minted 

through the ordinary metal pin cap ~ ate emg _— ©1050 Swiss Fetersiing of Meum Manutecharery 











Selling watches as gifts is the first objective of every ad. Illustrations and headlines are 
built around gift-buying situations, stressing the fact that a fine watch with a quality Swiss 
jeweled-lever movement is a gift most people want. The many attractive types and styles of 
Swiss watches are featured to further interest your customers. 


Selling-up quality watches is an equally important purpose of each ad. Harder selling on 
the Swiss jeweled-lever movement, plus more emphasis on its quality features and on Swiss 
craftsmanship, will be included this year. 


Selling the jewelry store as the logical place to buy gifts of long remembrance is a third 
aim of this Swiss campaign. Jewelry stores and watch repair shops are constantly used in 
illustrations —and every single ad features this now famous slogan... 


For the gifts youll give with pride—let your jeweler be your guide 





The WATCHMAKERS OF SWITZERLAND 
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ANNOUNCE 1990 CAMPAIGN... 


and here’s a new feature of the Swiss Watch program 





—_ IS ANOTHER STEP by The Watchmak- THE OFFICIAL SWISS DECAL 


ers of Switzerland to help you combat the 





sale of poor-quality watches and to meet the 
competition of outlets that do not offer cus- 
tomers full service in sales and repair. 

Every ad in the 1950 campaign will include 
a picture of this decal. Copy will tell millions 
of readers that the stores displaying this decal 
are trusted dealers, authorized and equipped 
to sell and service fine watches with quality 
Swiss jeweled-lever movements. 

This decal is important to your business. 
And, quite logically, it will be available only 
to jewelry stores and departments, watch- 
makers and repairmen who are cooperating 
with the Swiss Watch program. ‘This is neces- 
sary, because the very value of this decal lies 
in the fact that those who display it must be 














able to render sales and repair service for 
quality watches with Swiss jeweled-lever A 3-color, 4” x 4” decal for your door or window. It tells 

your customers that your store is an authorized sales and 
, repair station for Swiss watches with jeweled-lever move- 
sure to call it to your customers’ attention. emmnte 


movements. When you receive the decal, be 


TO OBTAIN THIS DECAL, READ THE COUPON THOROUGHLY, GIVE ALL INFORMATION 
AND HAVE COUPON SIGNED BY STORE OWNER OR MANAGER ONLY 


| 
| To: The Watchmakers of Switzerland, 730 Fifth Avenue, New York 19, N. Y. 
| 


| request an Official Swiss Decal. I agree to display it prominently on my store window or door. My store is Cooperat- 
ing fully with The Official Swiss Watch advertising and repair programs by using the following: 


Check those parts of the Repair Program which are used by your store (s) . 


























In the case of chains or multiple stores, each store manager should request his own decal. 


MERCHANDISING DISPLAY [] 

! OFFICIAL CATALOGUE, PART I [J] OFFICIAL DICTIONARY [7] 

| 

OFFICIAL CATALOGUE, PART IL [J PACKAGED PARTS a 

| 

| 

STORE NAME gg Oe — 
: ADDRESS — 7 AARNE NAME OF MANAGER. ____ . —_ 
| CITY ZONE STATE SIGNATURE OF OWNER OR MANAGER 

| 

| 


See EEE le ere lO re ee ee eee eee eee eee eee eee eee eee 


See repair news on next pages... 
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Are You Using Officially Packaged 
SWISS WATCH REPAIR PARTS ? 


All suppliers now have staffs 
and stems for Ebauches 
movements in the new 
Official Package 









See how these packaged parts simplify your repair work 


@ With packaged parts, you're sure to get the right part in factory-perfect condition 
—one that will fit the movement for which it was ordered. 





@ Parts are protected by this tightly closed foil package. It keeps out moisture, dust, 
dirt, helps prevent corrosion. And these new packages simplify your parts storage 


problem. 


@ Packages are completely labeled in accordance with the Official Catalogue of Swiss 
Watch Repair Parts. Identification ts quick, easy and sure. 


And all you have to do to get these packaged parts is to order from your 
regular supplier, using the identification system in the Official Catalogue. 
Refills are also available, packaged in threes. Remember — the only parts 
now packaged are staffs and stems for the popular Ebauches movements. 


The WATCHMAKERS OF SWITZERLAND 
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The Official Repair Parts Program 
ls Your Program—Make the Most of It! 


1. Phe Official Swiss Watch Repair Parts Information Bureau, at 730 Fifth Ave., 
New York 19. N. Y. is in full operation. Although the bureau does not supply 
parts, It 1s a source of repair information and data about the repair program. 
Trained technicians are ready to supply you with any information you need. 


2. The Official Catalogue of Swiss Watch Repair Parts (Parts I and I) is in use. 
More than 45.000 requests for Part I have been processed and, recently, Part 
[I has been mailed out to all holders of Part I. This complete distribution 
insures wide usage and acceptance of the new identification and ordering 
system set into operation by the Catalogue. 


3. ‘The Official Dictionary of Watch Parts has sold out its first edition. It’s used 
principally by highly skilled watchmakers and large watch repair depart- 
ments—who need the complete coverage of parts given by the dictionary. 


4. Official Packaged Parts. Jewelers and watchmakers are now receiving through 
their regular distribution channels packaged staffs and stems for the most 
widely used Ebauches movements. Refills, packaged in threes, are also avail- 
able trom regular jobbers. 


9. The Official Cabinet for Swiss Watch Repair Parts is being manufactured in 
the U.S. A. from a Swiss design. It has been well received by the trade as a 
companion piece to the packaged parts. ‘This is the only cabinet especially 
designed to hold these new, packaged parts. 


6. Official Speaker's kits. Two of these kits, complete with informative slides, 
are now available to jewelry and horological trade groups. ‘The first kit covers 
the Swiss program; and the second, entitled ““The Automatic Watch — 
Watch of the Future,” covers the automatic movement. 


AND the Official Swiss Decal, described on other pages in this 
ad, is just as much a part of the Repair Program as it is of the 
sales program. This decal is another assurance to your cus- 
tomers that you can give them complete repair service for any 
quality watch with a jeweled-lever Swiss movement. 


F SWITZERLAND 


oo 
Manyeh 
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LOST SALES 





DOES FILING [Watchband ends] GET ON YOUR NERVES? 


Cut it out — that grinding, scraping sound of a file as 
it wears down a watchband end, when you're fitting a 
watch. It’s unprofitable — because, you should be selling 
instead of filing. With patented Foster ends amy clerk 
can attach either a man’s or a woman’s band in a matter 
of seconds while standing at the counter. You just snap 
on a Foster woman’s FITS-ALL band. You just “twirl 
the knurl” to fit a Foster FITS-ALL man’s band to 
watches with lugs from ¥%” to 7g” span. 


Think what this means in addition to the time saved. 





Twirl the knurl and 
the end expands or 
contracts at will. 


w ¥ @ ©) Pat. Pend. 





WATCH BANDS 


YOU'LL LIKE THE 70@OV “FITS-ALL” ENDS 


You can cut your watchband inventory 75% yet have 
as many patterns. You can fit watches with very wide 
Or very narrow lugs. 


That’s just the practical end of the new Foster line. This 
line is made by masters of the craft — men who have 
made millions of bands — licked all the problems, 
Foster creations offer new highs in imaginative de- 
signing. Every band is guaranteed mechanically per- 
fect. There’s gift packaging. Selling aids. Popular 
prices. Ask your wholesaler. 


~ LADIES 
FITS-ALL 











You can attach this 
Foster end in seconds 
to about any ladies 
watch ever made. 


PULL OPEN 
oe S&S 


1/20-12K G.F. and Stainless Steel, Rhodium Finish 


SOLD THRU WHOLESALERS. 


FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 
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new leadership 





FOR WYLER DEALERS in 1950, self- 
winding and waterproof watches will be 
0) ¢o]0 240) am Commr- Mal -\) ame (-1 24 ¢-1- MO) mm 01-10 -1oi glo) a 
by Wyler... by the same Wyler craftsmen 
who pioneered this type of watch and 
who have the widest background of 
experience in its development. 


And in 1950, as before, the unique Wyler 
INCAFLEX balance wheel will give Wyler 
dealers an exclusive and profitable sales 
advantage. 





1950 — another year of progress in the pleasant and 
profitable relationship between Wyler and its dealers. 





Wyler WATCH AGENCY, INC. 


630 FIFTH AVENUE + NEW YORK 20, N. 
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(That's how many of your 
— want, prefer. ..in fact 


A SENSIBLY pry 
C 
QUALITY WATCHBAND!) 7 


~-”" 
ds 





es 


Don't lose sales because of overpriced, 
over-packaged watchbands! In quolity ... 
in design ... in perfection of mechanical 


detail, the Everfine line is absolutely without a peer. 


A G o Q te \ ~ a Yet the moderate price makes it easy for all 
% M nh k 6 ) your customers to buy. The extra volume, the extra 
7 ere ant mcd es if profit-per-sale, and the extra customer satisfaction, 
‘ : 
/ mean more to you in the long run. Get Everfine 
easy for his 
Customer to bu € on your counters NOW! 
Ye 


Sold Only Through Your Wholesaler 


JEWELRY MFG. CO. 


ee > STREET - PROVIDENCE 3, RHODE ISLAND 





Canada Mexico 
REPRESENTATIVES: Filigrane Specialty Co. Everfine de Mexico, S. A. 
Sherbrook, Quebec Mexico City 
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Generations of buyers have valued the 


Webster catalog as a source of live merchandise 


at competitive prices. You have your copy. Refer 


to it for —— ae 
STERLING CREATIONS 


and 


Wy 7OT TREASURES 








your silverware wholesaler 














Mirror-Lapped 
* Flat-top pressed 


* 








Foch case tested in a 
ster-pressure tank, 


| 


Sold to Watch Importers Only 


|. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N. Y. 
Creators of Watch Cases of Superlative Style, Beauty and Quelity 


V YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue; Telephone PL 7-4257 LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 
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PROVIDENCE, R. 1. 


Get on the Parkway to Profits with Parco’s °50 Promotion —thru your wholesaler. 
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Introduced in September — 


The “Country Club” 


the new, extremely thin, water-resistant dress watch 


made an instant hit! 








ROO 


I 











Highlights of 
The “Country Club” 


e Direct center sweep second. 
(Advantage: reduction 











Hundreds of initial orders of number of wheels.) 
° ° : © e 17 jewels. Balance 
indicated 1ts exceptional jewels are convex, 
; with olive holes. 
appeal—continuous reorders i seaitiiaiadliniies 
. eye device. 
prove its saleability. | | 
e Steel roller with ruby 
roller jewel. 
e Glucydur balance wheel. 
U N IVE RSAL e Hairspring with predetermined 
- pinning point, 
GENEVE ; —— 
e Nivarox | hairspring. 
e Special collar on pillar plate 


to ensure better adjustment 


. : f stem, and increas 
Gold-filled (steel-back) water-resistant case, metal sasiiathins aii aioe 


bedded movement for rigidity, direct sweep hand, 

choice of white or black-and-gold index dial. It balance wheel ensuring regularity 
j - . to the running and regulating 

retails at only $62.50 with bracelet, $55 with of movement. 

alligator strap, F. T. I. Wider margin of profit. Write 

for attractive particulars—request it for inspection. 





Large size barrel and large size 





Good Watchmaki ng 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N.Y. 


QH.S.W.A. 1950 
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| 
x NEW styles 
* NEW designs 


* NEW facilities 


service 


* NEW standards 
) speedy 
* NE W delivery 
everything 


* NEW out QUALITY 
For the 


* NEW YEAR 


ALSAN CARVED WEDDING RING CO. 


(Division of ALSAN Manufacturing Co. 
62 WEST 47th STREET . NEW YORK 19, N. Y. 
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PROMOTION SUCCESSES 
FOR GREATER VOLUME AND PROFITS 


If you were one of the many Jewelers who used the Rulon promo- 
tions that "Rang the Bell" for profits in ‘49 . . . you already 
KNOW how it pays! Rulon is Stepping up the pace for ‘50... 








sense = DIAMOND 
EEE S17 JEWEL 









rp with a series of watch features that outdo anything we've ever 
oun presented! Now is the time to start the wheels in motion... to 

* MUSICAL get up speed for the coming year . . . and to roll down the Rulon 
—_ JEWEZ road to profits! Let Rulon show you the way .. . write for the 





details today! 
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cTORE NAME 


the 












Shown Above Are Just A 
Few Of The Tremendous alon 
SUCCESSES In °49 








Even Bigger Things Are Planned 
For '50...Ask About Them 


O21 FIFTH AVE., NEW YORK 17, N.Y. 
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1950 


IS 


YOUR Year 


FOR 





a 








EXPANSION WATCHBANDS 


SENSATIONAL NEW DESIGNS 
PRICES TO FIT EVERY BUDGET 





7; Pa 3 - 
if ‘S ¥ 
brut it 
‘4 WOU 
. watchban 





Manufacturing Jewelers 





137 South 8th St., Philadelphia 6, Pa. 


em NEW YORK OFFICE: Sales Mgr., George Kramer, 565 Fifth Ave. 
QUALITY MONTREAL, Canada: Jay Flex, Ltd. « MEXICO CITY, Jaske’s de Mexico 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 










Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 





oe STANDARD NOVELTY BOX co., INC. 
bee 385 Gerard Avenue, New York 51, N. Y 


; a a — Chicago Office: 29 East Madison St., H. A. BREDEL, Representative 
Los Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
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A HAPPY 1950 





We, and our entire organization, wish you a Happy and Prosperous 


New Year. 


For the coming year, we promise you the same dependable 
Louis Watches, moderately priced and nationally adver- 
tised; we promise you the same excellent service and 


careful attention to your orders. 


Our thanks to you, our customers, for making 
this a happy year indeed: working to- 
gether, we will make the coming 
year an even better one — 


for both of us. 


LOUIS FRIEDMAN 
SAMUEL |. VULCAN 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 


* 
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A nation-wide network of 


RONSON owned and operated 








Service Stations! 











fast, 
efficient — 





service 
»+- for your 
customers’ 


convenience 


No other lighter manufacturer has 
anything like it! Now, in all principal 
areas...coast to coast... Ronson has set up 
a network of factory owned and operated 
service stations, for the convenience of 
owners of Ronson, world’s greatest lighter! 


More and more owners are having their 
Ronsons periodically repacked, rewicked 
and cleaned by this factory service. 
Those of your customers whose Ronsons 
require adjustment or new parts will 
also be interested. 


Check the list for the Ronson Service 
Station nearest you. Each is staffed with 
skilled, factory trained technicians. 
‘“‘While-you-wait” service, for minor 
adjustments. Fast “‘call-back”’ service on 
more extensive work. Rapid mail service 
for out-of-towners. Tel! your customers 
about this service. Depend on it, yourself. 
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RONSON SERVICE OF 
GEORGIA, INC. 

90 Forsyth Street, N.W. 

Atlanta 3, Ga. 

RONSON SERVICE OF 
MARYLAND, INC. 

Suite 202, Davison Building 

Charles & Fayette Streets 

Baltimore 1, Md. 

RONSON ART METAL WORKS, INC. 

44 School Street 

Boston 8, Mass. 

RONSON ART METAL WORKS, INC. 

36 South State Street 

Chicago 3, Illinois 

RONSON SERVICE OF OHIO, INC. 

Schofield Bldg. 

Cleveland 15, Ohio 

RONSON SERVICE OF TEXAS 

1800 Main Street 

Dallas 1, Texas 

RONSON SERVICE OF 
COLORADO, INC. 

1615 California Street 

Denver 3, Colorado 


ONSON 


mMeltndk WORLD’S GREATEST LIGHTER 
Ronson Art Metal Works, Inc., Newark 2, N. J. 
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RONSON SERVICE, INC. (Mich.) 

1150 Griswold Street 

Detroit 26, Mich. 

RONSON SERVICE OF 
MINNESOTA, INC. 

620 Marquette Avenue 

Minneapolis 2, Minn. 

RONSON SERVICE, INC. 

347 Fifth Avenue 

New York 16, New York 


RONSON SERVICE, INC. (Pa.) 
Suite 1208, Market Street 
National Bank Building 
Juniper & Market Streets 
Philadelphia 7, Pa. 
RONSON SERVICE OF 
WASHINGTON, INC. 
Joshua Green Bldg. 
Seattle 1, Wash. 
RONSON ART METAL WORKS, INC. 
165 Post Street 
San Francisco 8, Calif. 
RONSON SERVICE, INC. (Mo.) 
812 Olive Street 
St. Louis 1, Missouri 


KEEP THIS PAGE 
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Pacific Silver Cloth wraps are all dressed up—and they 
have someplace to go! The faster they move off your 
shelves and into customers’ homes, the faster you 
chalk up more sales and greater profits! 

That is why dealers everywhere are so enthusiastic 
about the new visual Pacific Silver Wrap package and 
display box! They’re designed to make Pacific 
Silver Wraps sell faster! 

And another boost for bigger sales is the new size 
of Pacific Silver Wraps. They are now available in the 
regular ’2 yard size (designated as “‘small’’) and a con- 
venient new 1 yard “‘large’”’ size. Display both .. . and 
enjoy extra income from extra sales! 

In addition to the wrap, Pacific Silver Cloth 1s avail- 
able in bags, rolls, packets and as a lining for chests. 
Because they eliminate polishing, these containers 
help to increase silver sales. Your customer likes a 
lovely home. . . she enjoys the beauty and durability 
of fine silver. But she does not enjoy the work involved 
in silver polishing. She’ll buy silver more readily when 
you tell her about Pacific Silver Cloth. It eliminates 
polishing because it absolutely prevents tarnish. 
Silver put away clean in Pacific Silver Cloth retains 
its sparkle and brightness forever. 

We are telling your customer this story with our 
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consistent national advertising. You can remind her of 
it by displaying Pacific Silver Cloth wraps and other 
silver containers prominently! You’ll find your sales 
shooting upward and, perhaps even more important, 
you'll gain the customer goodwill that is so essential 
to repeat sales! 

Ask your distributor about the new Pacific Silver 
Cloth wrap put-up, or send us the coupon below. 


PACIFIC MILLS, Department JC 1 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested inD wraps, LU chests, CD) hollow ware bags, 
OC) place-setting rolls, ( packets made with Pacific Silver Cloth. Send 
me names of sources of supply and descriptive literature. 


NAME 

POSITION 

DEPT._ 

STORE = : ™ 
STREET ADDRESS 


CITY ZONE STATE —— —_ 














EUREKA Silverware Chests 


Shown is No. M55, one of several new 
chests that have been added to our origi- 
nal line. A distinctive piece of cabinet 
craftsmanship, this solid mahogany dsawer 
chest, with brass fittings and name plate, 
holds up to 12 place settings, with pro- 
vision for hollow-handled butter spread- 
ers, fancy pieces and steak set, and is 
lined throughout with Pacific Silver Cloth 
—“the cloth that prevents tarnish”. Send 
for free leaflet on the new EUREKA Chests. 
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— say customers, when your silver is packaged in 
EUREMA Rolls and Bags of lovely suede-finish 
duvetyn— in your own exclusive colors, with your 
store imprint on every Roll and Bag. And how 
amazing, that you can give them EUREKAS price: 
less anti-tarnish protection — at no extra cost to 


you. Free samples, catalog and price list on request. 


FKik b LA MANUFACTURING 
COMPANY, INC. 
2 Maple Street, Taunton, Massachusetts — Makers of Silverware Protection 
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Authorized Inspectors of 
BALL RAILROAD TIME SERVICE 
buy HAMILTON WATCHES 
from The Batt Company 


The BALL Company 


Originators of GARLAND* Diamonds and Watches 
WHOLESALE JEWELERS « DIAMOND IMPORTERS 


6 North Michigan Avenue ¢ Chicago 2, [Illinois 
Branch Offices: Charlotte Hotel, Charlotte, N. C. 
627 First Ave., North, Minneapolis 3, Minn. 


*G ARLAND is the registered trademark of The Ball Company, Reg. U. S. Pat. Of. 
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a new and important group of 


CENTENNIAL VALUES 


in nationally advertised Ar tcarved 
diamond and wedding rings 
in celebration of J. R. Wood’s 
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as America’s largest 


Since 1850, J. R. Wood & Sons, Inc., has 
created diamond and wedding rings of distin- 
guished artistry and exceptional value. 

This year, we mark our one hundredth anni- 
versary of jewelry leadership by offering you 
an unusual collection of Artcarved rings cre- 
ated and designed especially for profitable sales 
in the current market. 








2 AS 


and finest ringmaker 


These high-value rings will be featured in 
the spectacular 1950 Artcarved advertising 
campaign—the most far-reaching selling pro- 
gram in J. R. Wood’s 100-year history. Be sure 
to see these centennial values when your Art- 
carved representative calls. They are typical of 
the styling and the quality that have made 
Artcarved rings... 





“beloved by brides for a hundred years (1850-1950)” 


MEMBER 











~*~ 
.R. WOOD & SONS, INC., MAKERS OF A\rtcarved anD WOODCREST ~ RINGS. 216 E. 45th ST., N. Y. 17, N. Y, 


* TRADE MARKS REG. 
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Jeweler’s Delight... 
Aeeessories in 


WHITING & DAVI 





+’ 


es. 

: PT PS vena ? » he ie 
nee LOO Ming We Ohgry ~ 3 . % ESN 
KAO rem ey tre da ee Sig 

BAA OMA AAS Rin’ ; Aah) 


fe 
<2 2 oP ad 
2 &. 


Year after year...the discriminating jewelers of America look to 
Whiting & Davis for mesh accessories of rare loveliness. And in 1950, 
Whiting & Davis again salutes your own good taste with the finest 
mesh party accessories and costume jewelry they can create. 

Now this inspiring collection is awaiting your inspection at your 
favorite wholesalers. It will delight you... for, as always, it has been 
fashioned with all the skill and artistry for which Whiting & Davis 
is famous. And you will delight in offering these exquisite creations to 
your customers... because you know and they know that there is only 


one Whiting & Davis Mesh. 
WHITING & DAVIS CO., INC., PLAINVILLE, MASSACHUSETTS 


WHITING & DAVIS 


H Vand in hand with fashion 
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A MESH ROSARY CASE ... designed 
in beautiful simplicity ...is another 


feature in the new Fall Whiting & 
Davis line. 








__—JJ 





THE JEWELERS’ CIRCULAR-KEYSTONE 








—~ 














THE JEWELERS’ CIRCULAR-KEYSTONE 


HE other day we received a copy 

of the charter of a new club 
established in Binghamton, N. Y., by 
a group of active businessmen. As 
might be suspected, included in such 
a group would be jeweler Ken Van- 
Cott. reigning President of the 
ANJRA. The charter was sent to us 
by a mutual friend in the event we 
might care to have some editorial 
fun with it. The avowed purposes of 
the club was so cleverly stated and 
the soundness of its obvious under- 
lying purposes so clear that we will 
refrain from gilding the lily and shall 
merely quote from the “code” which 
these men have labelled “The Live 
Wire Charge.” 

“The Live Wire Club is a funny 
kind of club. There are no dues or 
assessments but the members are 
called upon for all kinds of contri- 
butions of time and effort. It is not 
a service club but the members are 
called upon often to serve. It is not 
a luncheon club although we eat to- 
gether occasionally. It is not a sing- 
ing club although it occasionally 
sings and seems to ‘go to town.’ It 
is not a national organization al- 
though it is gaining a national repu- 
tation. 

“The Live Wire Club is just a 
bunch of picked men who are thick- 
skinned enough to stand the gaff of 
robust good fellowship, who are thin- 
skinned enough to deserve each 
other’s confidence and affection, who 
are live enough to get a boyish kick 
out of barber shop harmony, who 
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are healthy enough to enjoy a good 
meal together. who are_ intelligent 
enough to perceive that their own 
well-being as well as the general good 
is best served by cooperating to- 
gether vigorously in wisely conceived 
projects intended to make our city a 
better place in which to live. 

“So, without confusion of fuss and 
feathers, or assumption of any virtues 
we have not, we constitute this Live 
Wire Club of the Chamber of Com- 
merce of Binghamton, and mutually 
agree to attend its stated meetings 
and never fail to perform an assigned 
task.” 

There’s food for serious thought 
for business men in other communi- 
ties, beneath the facetiousness of the 
above expressions. 





Something to Think About 








Cost of Living 


(CONSUMERS RETAIL PRICE INDEX) 
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FAXHERE was an interesting testi- 

monial letter from an Elgin watch 
owner in a recent issue of The Watch 
Word, the house organ of a (guess 
which) American watch manufac- 
turer. 

The letter states that a “family” 
Elgin had been lost and plowed 
under in a field twenty-three years 
ago, and unplowed early last year by 
its present owner. After, the appli- 
cation of what the letter-writer states 
were “a few minor repairs,’ he con- 
cludes the note by saying “The watch 
has been running well since.” 

This brought to our mind the spec- 
tacular demonstrations of the Rolex 
“Oyster” and other such watches. 
Perhaps this particular Elgin might 
rightly lay claim to the name of 


*Mud-Turtle.” 
> > 
CCORDING to a recent United 


Press report a teen-aged eloping 
couple who “borrowed” three rings 
have a forgiving jeweler to thank for 
their wedded bliss. 

Lever Metts, owner of the Orange- 
burg, S. C., jewelry store, from which 
the three rings were taken by the 
couple, dropped grand larceny 
charges .against the 17-year old girl 
and 18-year old boy because, as he 
said they “were only trying to follow 
a decent tradition and just got off 
on the wrong foot.” 

After the parents of the young pair 
approved, the forgiving Metts pro- 
ceeded to make the arrangements for 
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the wedding at which he was the 


only guest. | 
The couple used the same rings 


originally selected by the boy. “The 
youngsters arent thieves and they 
had never done anything like this 
before,” explained Metts. “I have 
three children of my own, I guess a 
father can understand how these 
things can happen.” 

Oh, yes, the parents bought and 
aid for the three rings which re- 


tailed for $185. 
> © 
LBERT ROSE. jeweler, of Merid- 
ian, Miss., is willing to concede 
that the benefits of newspaper adver- 
tising cannot be measured only by 
the business which the ad brings in 
the day following its publication. 

He has conclusive proof that a 
newspaper advertisement can bring 
in business for a decade. Only a few 
months ago the mailman delivered a 
letter ordering a watch like the one 
shown in a time-yellowed clipping of 
a Rose Jewelry Co. advertisement 
which the customer enclosed for 
identification of style and model. 
Upon search, the files of the Merid- 

















ian Star, the local paper, revealed 
that the ad appeared in the Septem- 
ber 29, 1940, issue of the newspaper. 


© © 
LETTER from a Parker Pen 


dealer in Innisfail, North 
Queensland, was recently printed in 
“Parker Gram,” the manufacturers’ 
house organ. The communication 
said: 

“Last year a ‘New Australian’ came 
to me with a cutting from a news- 
paper advertising Parker ‘51’ Pens, 
and asked in broken English the 
prices. On being told the prices he 
immediately replied with one word 
‘neen. A little more sales talk on 
my part again brought the same word 
from him ‘neen.’ With little knowl- 
edge of the German language I took 
the word to mean ‘no,’ and set about 
showing my client other makes of 
pens not so costly. However, the 
‘New Australian’ must have seen that 
I did not understand, so he picked 
from the Parker Pen tray nine silver 
capped pens, and again said ‘neen | 
take.” It so happened that he wanted 
a pen for each one in the cane gang 
with which he was working.” 


"I'm afraid you'll have to leave." 
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JEWELER, who for obvious rea- 
sons remains anonymous in this 
story, but who conducts one of the 
finest stores in a big Eastern city was 
recently placed in an embarrassing 
position as the result of a complaint 
by a good customer of long standing. 
It seems that the customer visited 
the store in search of an appropriate 
clock for a particular place in her 
home. The salesman noted her in- 
terest in a floor clock but couldn’t 
close the sale as the woman couldn’t 
visualize just how the piece would 
look in her home. The salesman 
thereupon suggested that the clock 
be sent on approval. 

Four days later the store owner 
received a not too cordial letter from 
the customer saying in essence, she 
had thought the store a reputable 
establishment. What then was their 
reason for sending her an estimate 
of ten dollars for repairs of a grand- 
father clock she didn’t own. 

The store owner then called for the 
salesman and inquired as to what 
happened on the sale of the clock 
which had been sent on approval. 

The salesman said he was still 
waiting for a decision from the cus- 
tomer but that under the circum- 
stances perhaps he should call her 
immediately. 

As a result he found that the 
woman had come to an instant de- 
cision when the clock had been set 
up in her home, and had returned it 
then and there in the same truck. 

“Then,” as she said, “two days 
later I get an estimate from you on 
its repair!” 

Mumbling a hastily prepared ex- 
planation the salesman hung up the 
phone and turning to the store owner 
suggested that he call the repair de- 
partment. 

Their explanation was that when 
the clock had been unloaded at the 
platform one evening and carried in- 
to the repair department, someone, 
on seeing the store’s scratchmark as- 
sumed it was being returned for re- 
pair and followed the usual routine 
of sending out an estimate after ex- 
amination revealed there could be 
nothing fundamentally wrong with 
the clock that wouldn’t be corrected 
by a thorough cleaning. 

The jeweler has since profited 
from this embarrassing experience 
by using it as an example of the 
dangers in employees not following 
established store procedures. 
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Mrs. Robert Shipley in 
background commentates 
on the black star sap- 
phires worn by Virginia 
Randolph to complement 
a striped taffeta gown. 


A PATTERN for the showing of fine jewelry 
by keying the timeless qualities of precious gems to the 
timely feminine interest in fashion, was presented under 
the sponsorship of the Southern California Guild of the 
American Gem Society on Tuesday evening. November 
15th at The Town House in Los Angeles. The affair. 
“Holiday Fashions in Gems and Gowns.” was limited 
in invitation to a hundred-odd collectors. gem experts, 
connoisseurs and the fashion press. 

More than $250,000 worth of custom-made jewelry, 
representing the finest work of West Coast designers. was 
displayed. These ranged in type and price from a $2,000 
single black opal ring, to a $50.000 ensemble consisting 
of a diamond necklace containing 498 diamonds and 65 
baguettes, an emerald-cut pink diamond ring and a 
marquise-cut diamond pin. 

In drastic reaction from the traditional somber black 
dresses used to display jewelry, the gowns were from one 
of California’s original fashion houses, Cole of Cali- 
fornia. They were designed by Margit Fellegi, inter- 
nationally-known cesigner and ran the gamut of fabrics 
and colors. 

Emphasis was thus on coordination of the gem with 
the coloring of both model and gown. The models were 
five of Hollywood’s loveliest starlets. Many of the gowns 
were made in duplicate and modeled simultaneously to 
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- - - Im today’s fashion picture, jewelry 
assumes the dramatie role of highlighting 


the creations of the world’s leading designers, 


illustrate dramatically the eflects to be obtained by con- 
trasting and harmonizing jewelry. 

For example. one of the gowns called “Crescendo.” a 
sophisticated grey velvet, was worn simultaneously by a 
brunette and a blonde. The former accented her brilliant 
coloring with a fabulous diamond necklace and a single. 
large alexandrite ring, while the latter wore the same 
gown with a black star enemble of sapphires. 

Good taste and careful costuming, rather than ostenta- 
tion, were emphasized in the coordination. Staging and 
fashion coordination were under the direction of Ruth 
Miller, Pacific Coast editor of the JEWELERS’ CIRCULAR- 
KEYSTONE. 

Fashion-wise, pendants were stressed in a variety ol 
interesting designs ranging from a flower pendant ol 
deep amethyst on a platinum chain. to a massive floral 
pendant of multi-colored sapphires on a slender diamond 
and platinum necklace. 

Matching pendants, earrings and rings were high- 
lighted. as well as distinctive hair ornaments in diamonds 
developed in floral sprays or “ribbons” of diamonds. 
Large rings with dramatic single stones were favored. 

Unusual combinations in jewelry included a Chinoiserie 
necklace in ivory with a hand-carved dancer’s head set 
with multi-colored sapphires centered with a black sap- 
phire and topped with a pearl. 

Mrs. Robert M. Shipley, wife of the founder of the 
American Gem Society and a nationally-recognized con- 
noisseur of gems and jewelry in her own right, acted as 

(Please turn to page 121) 
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Above: Lisa Ferriday wears dia- 
mond earclips and bracelets set 
in platinum. Her diamond and 
platinum necklace is centered 
with a floral spray detachable 
clip of multi-colored sapphires. 


Above, right: Gloria Vauges, of 
the Ballet Theatre and daughter 
of jewelry designer Rene Vauges, 
wears a diamond necklace, aptly 
named "Lace.'’ Complementing it, 
a diamond bracelet and hair clip. 


Right: Black sapphires set in a 
star motif of diamonds in plati- 
num are worn by Kristine Miller. 
Pendant stone weighs |75 carats, 
ring, 50 carats and earclips 35. 





























Pearl gray velvet gives a rich background 
for jewel displays in Louis & Co. windows. 


Luxury Setting 


Sets Quality Standard for Coast Store 




















Salon-type lounge in the 
background adjoins main 
salesroom through a wide 
arch. Decorated in same 
Louis XV style, salon is 
fitted with needlepoint 
chairs for the customers. 


Essie woodwork and hand-painted ceil- 
ings, walls upholstered in satin, gold and crystal chan- 
deliers, all in the manner of the French Bourbon court 
in the 17th and 18th centuries, give an unusual and 
exclusive setting to the new jewelry firm of Louis & 
Company, at Post and Stockton Street, San Francisco, 
Calif. 

With the accent in modern retail jewelry outlets on 
streamlined functionalism, this store is unique. Con- 
tinental in design, its beautiful Louis XV decor provides 
a setting in keeping with the main business of the store 
—diamonds and diamond jewelry. Other precious stones, 
pearls, rubies, emeralds and sapphires give variety to the 
store’s stock but diamonds are the featured attraction. 
There are diamonds at modest prices and others whose 
size and perfection of cut and clarity are worth many 
times that. 

The store carries Swiss watches in addition to nation- 
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ally known American lines, has a watch repair service 
and also carries a line of fine clocks. Bernstein reports 
that at some time he may add other merchandise such as 
a silver department and fine china, for there is display 
space which can readily be used for such items. But for 
the time being, the store is concentrating its major efforts 
on precious stones. Louis and Company carries stocks 
of unmounted stones and creates original designs when a 
customer so desires. 

Among the merchandise are articles particularly 
planned for the masculine trade. In addition to staple 
items such as tie-clasps, tie-pins, moneyclips and identi- 
fication bracelets, there are such novelties as gold tooth 
picks and monogrammed gold garters. 

The keynote of the merchandise is based upon that 
much overworked word, “quality” which, when combined 
with “high” still conveys its meaning to all. That this 
was the standard to be maintained by the store was indi- 
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Every detail in the store has been care- 
fully carried out in the Louis XV decor. , 
This is a view of the salesroom from the 
tastefully decorated customers lounge. 


by GRACE ANDERSON 





The U-shaped counter has 
chairs set around it for 
both the customer and the 
salesman, designed to pro- 
mote at-ease transactions. 





cated by the million-dollar exhibit of diamonds and other 
precious stones at the opening of the store. 

The first advertisement of Louis and Company, upon 
opening their unique store in San Francisco this spring. 
Was an invitation. It was an invitation to all to come to 
see the famous 153-carat “Star of Ceylon” sapphire. 
valued at $20,000, and also to view a $1,000,000 collec- 
tion of diamonds and other precious stones in their mod- 
ern settings. 

Another invitation from Louis and Company is read 
daily by the hundreds of people who stop to view the 

(Please turn to page 115) 





A downstairs display room will eventually 
house new china and silverware department. 







































Large heart is hung in background of this display and white doves lend accent to gift items shown. 





KF OR the jeweler, every day means St. Valen- 
tine’s Day since such a large part of his. business exists 
as a result of the activities of Mr. Cupid. Valentine's 
Day should not, however, be given just an everyday pro- 
motion! It is one of the jeweler’s big promotions of the 
year, for the opportunities for sales stretch from silver 
charms to diamond rings. Every boy who has a girl and 
every man who has a wife is a prospective customer and 
the idea that a gift from the jeweler is something special 
has particular appeal on such an occasion as this. Most 
gals would prefer even a modest compact or costume pin 
that they can keep to an equal expenditure for candy or 
flowers. Most men would prefer to give a gift of lasting 
usefulness—if the idea occurred to them! It’s up to you 
to see that it does. Those are your cues for your Valen- 
tine promotion. 

From a merchandising standpoint, a wide selection of 
articles should be featured—something to suit the state 
of everyone’s pocketbook—and affections! And, of 
course, gifts for the gentlemen should also be shown . . . 
this Valentine business is supposed to work both ways. 
For the ladies, compacts and costume jewelry, charms. 
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‘Gifts That Last’ is Jewelers Cue 


by VIRGINIA DIXON 


pearls, colored stone and diamond rings, lockets, dresser 
sets, watches—in fact almost everything! For the men— 
wallets, cigarette cases, cuff links and studs, pen and 
pencil sets, rings. 

A Valentine display is really one of the easiest of all 
to concoct. If the budget is really pinching, something 
as simple as big red hearts cut from inexpensive velour 
paper, gift packages wrapped with white tissue and tied 
with red ribbon and copy card edged with lace paper— 
can put over the idea, but with so much gay and effective 
display material available it’s too bad not to be more 
imaginative. It shouldn’t be too hard or too expensive 
to get together a really eye-catching and romance-promot- 
ing window or two. 

At Staples-Smith Displays there is an elegant red 
R.F.D. mailbox dedecked with roses and ribbons and 
romantically addressed envelopes with a papier mache 
dove nestled on top. This is really a most attractive unit 
for a jeweler’s Valentine window. Here also are lush- 
looking hearts covered in a brilliant iridescent pink 
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terial that seems just right for a Valentine, and MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
m 





ers. ribbons and ruffles. There is a Bird Display 

mmed with flowers. rik | ! : 
we edition of the mailbox idea also in this luscious Material : ; Souree 
smaner dian sth f t t - Background heart Staples-Smith, Ince. 
pink. Papier mache _— at —— —ae tr endl 18” overall $14.00 8 West 40th Street 
at their throats carry in their beaks little heart-shaped ices. Sana 

“ ine.” A pair of these birds would Papier mache doves 

cards lettered Be ne di or aieeal d white with flowers Staples-Smith 
find many uses In future disp ays—repainte and re- $10.50 each 
trimmed—for Spring, lovebirds in a wedding display. Ribbon Local store 
snowbirds for Christmas. —— dy Di 

At the Allied Display Materials showroom, red and sree tied — yd 

Zi Pte os Eee : Padded hearts covered Allied Display Materials 
white dotted organ Ka - ; Pp ; gener in organdy 65 Madison Avenue 
ous selection of crisp and dainty decorations. Padded 12”x12” $4.20 ea. New York 
hearts covered and ruffled with the organdy and edged 1 ap oan = 
with red silk cord may be hung on the background or 30” x30” 10.80 ea. 
used as display pads for merchandise. Tiny heart-shaped Heart leaf garland Allied Display Materials 
leaves of the organdy and of solid red rayon are formed 3° long, 14" wide $5.00 

. ee lands { h bh. Heart leaf sprays Allied Display Materials 

into charming wired garlands for the background and 6” long $6.00 doz. 
into small sprays for package decoration. These are the Ribbon Local store 
highlights of just two display houses and the accompany- 
ing sketches illustrate some of these materials in use. 
Additional suggestions for Valentine decorations are in- or ivory background is suggested for this display. 
cluded in the Shopping Notes Column in this issue. In the second sketch, one of the wired garlands from 

In the first sketch, one of the Staples-Smith pink and Allied is used on the background with a hand-lettered 
flower trimmed hearts is hung on the window back- copy ribbon. A padded heart displays merchandise in 
ground. A pair of the white doves are arranged on op- the foreground. Gift-wrapped boxes decorated with 
posite sides of the window. Narrow ribbon streamers sprays support jewelry in gift boxes while other mer- 
extending to jewelry shown in gift boxes are “held” in chandise is shown on elevations and on red ribbon 
the bill of one of the birds. Merchandise is displayed on streamers on the window floor. Boxes should be wrapped 


round and cylinder elevations of varying heights. Be- in white paper and tied with red ribbon. A pale blue 
cause of the high colors used in the accessories, a white background here would be especially nice. 


for Valentine Promotions . .. 


Leaf spray decorates copy scroll here with jewelry shown on satin ribbons and on elevations. 
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Appointment 
With 
Prestige 


by ANNA M. ROBBINS 





e« 
EWELER to the Crown by Appointment of 


His Majesty ....” Would you like to affix a title like 
that after your name and watch it magnetize customers? 
Well the American equivalent in customer-attracting 
prestige is available to jewelers who follow a technique 
developed by the Enright’s of 3074 Kensington Avenue, 
Philadelphia. The prestige-building activity is a key 
part of a program which has doubled the “presentation 
business” in this store in the past two years. 

The presentation of awards and trophies has been re- 
sponsible for about ten per cent of the gross volume of 
Enright’s for the past fifty years. Jack Enright decided 
to concentrate on this phase of the store’s activities, in 
the universal search to increase business, for many rea- 
sons. For one thing, every single sale is not a single 
customer, but a group through which many new indi- 
vidual customers are introduced. So, the immediate 
effect of efforts toward increasing presentation business 
are multiplied many times in the long range results. 
Another important consideration is that the award busi- 
ness continues as a fairly constant demand year in and 
year out; effected little by economic fluctuations which 
dominate the buying of individual customers. 

Other aspects of progressive merchandising have not 
been overlooked. Three years ago the store was com- 
pletely redecorated and modernized to set the stage for 
increased sales. A large stock of silverware, jewelry and 
time pieces assure shoppers the variety they are demand- 
ing today. A well balanced advertising program reaches 
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potential customers throughout the city through the use 
of car cards, local and city-wide newspapers and special 
occasion programs. Fifteen employees keep busy giving 
prompt service, at all times. All these and many other 
facets of good merchandising contribute to the trophy 
program. 

The first and perhaps the most important step to in- 
creasing the volume of trophy and award business was 
to make the most of those accounts already on the books 
for many years. This has made possible the emphasis on 
satisfied customers rather than “that hungry look” for 
new customers that too often accompanies free-give- 
aways, reduced price sales and sales solicitations. Jack 
Enright went out to Villanova College, one of the first 
of Enright’s customers. and made a survey of the trophies 
exhibited there. Just as he expected—and as he points 
out, what you might expect in any college, large industrial 
organization, club or other group—many of the cups and 
trophies needed resilvering, relaquering and engraving. 
Some of the most valuable ones were in open cases or 
on open shelves. 

With little difficulty he located the proper official, made 
an appointment and returned with suggestions to keep 
these valuable possessions under lock and key and to 
let him restore the older ones. “Do these trophies belong 
to Villanova?” he asked about some. “Well they don't 
say so. As a result of his well planned sales talk he 
walked out with an order to restore 110 trophies. The 
method could be copied all over the country. Of course 
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it would not pay any one organization to send a man 
around the country soliciting this business,” says Jack 
Enright. “But as the first move toward an increase in 
presentation business it is an easy and sound one.” 

Once the 110 trophies were in Jack’s possession he 
conceived the idea of exhibiting them. Accordingly, he 
returned to Villanova with a plan which proved mutually 
satisfactory. The school officials were quick to recognize 
the value in the proposed display of Villanova’s victories, 
and the value of free advertising for games of the com- 
ing season. Jack Enright came away this time with 
permission to take his choice of all the Villanova trophies 
for showing, along with pennants and the stuffed wildcat 
which is the school mascot. 

Enright arranged a display of 76 of the most eye- 
catching trophies in one window. The entire window 
was devoted to this exhibit for five days. The opposite 
window showed watches and diamonds. The only other 
item in the trophy window at the time was a framed 
picture of a bride with the slogan which always accom- 
panies the Enright name: “Before you change her name 
remember ours.” Beneath the slogan appears this notice: 
“Registered Jeweler—American Gem Society.” 

A large football game schedule, school pennants and 
an explanatory sign graced the backdrop for the display. 


(Please turn to page 117) 


Enright's is a name that has long been iden- 
tified with jewelry in Philadelphia. Store is 
good example of modern neighborhood firm. 
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Display of Villanova sport trophies 
in Enright's window brought with it 
the prestige of a well-known school 
and resulted in a sizable amount of 
publicity in local and school papers. 
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A carefully prepared 
ad made the most 
of casting Villanova's 
prestige .on jeweler. 
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Mrs. Philip Isles wears the famous 100-carat 
Star of the East diamond, owned by Harry Wins- 
ton, with an elaborate tulle and rhinestone 
decorated headdress inspired by the stone, at 
swank charify ball held recently in New York. 


Miss Dorothy Kirsten, Metropolitan Opera so- 
prano, wears beautifully-designed ensemble of 
diamond pendant earrings and choker necklace 
to complement her off-shoulder black velvet 
gown and white ermine stole at opera opening. 








Diamond 


The accent’s on diamonds and jewels 
with the opening of society’s formal 
season and jewelers are getting the 
benefit of a lot of good publicity 


through the press and on television, 





Make Headlines at Society Events 


‘Tes constant public interest in diamonds 
has recently been stimulated by dramatic pre-Christmas 
events that have drawn reams of favorable publicity to 
the gem which accounts for such a high percentage of 
the jeweler’s profit. 

A case in point is the opening on November 21 of the 
65th season of the Metropolitan Opera Company in New 
York. Always a gala affair with notable personalities 
parading the latest in full dress fashions. this year’s event 
was no exception. Besides the publicity accorded this 
event through the newspapers and newreels, this year the 
opening was televised with the result that millions of 
persons had the opportunity to see the glittering array 
of jewelry worth a king’s ransom brought to them right 
in their own homes. 

A publicity-wise personality is Harry Winston, head of 
the well known diamond firm in New York City and 
owner of the world’s largest collections of precious stones 
which includes the Hope Diamond, the Star of the East. 
the Idol’s Eye, the largest of the 12 stones cut from the 
Jonker diamond, as well as numerous other fabulous 
pieces. Several of these Winston pieces are well known 
to jewelers throughout the country through his policy of 
sending them on tour for use by jewelers in promoting 
diamond interest. 

On November 15 in New York, society held a big 
charity ball. One of the publicized attractions of this 
affair was the showing of the Winston collection of jewels 
modelled by society personalities. Photo and news ser- 


vices gave it a full measure of publicity throughout the 
country. 

Again from November 23 to December 30, Winston 
put his collection on public exhibition for the first time 
in a benefit showing for the United Hospital Fund of 
New York. In addition to the display of fabulous and 
historical gems and jewelry pieces, the public was also 
able to see the processing of diamonds from the rough 
to the finished gem, the work being done by diamond 
cutters using the actual tools of their trade. Backlighted 
photo murals showed the mining and processing of the 
diamonds from the mine to the cutter’s table. 

Now what does all this mean to the average jeweler? 
Probably not a thing as far as directly traceable sales are 

(Please turn to page 118) 
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Lauritz Melchior, Metropolitan Opera tenor, 
and his wife arrive for opening of 65th seo- 
son of the opera. A double row of brilliant 
cut diamonds enhances her off-shoulder gown. 
Elaborate diamond bracelet and clip comple- 
ment rhinestone-trimmed bodice of her dress. 





Society leaders Mrs. Byron C. Foy, left, and 
Mrs. C. V. Whitney arrive for opera opening in 
velvet and ermine. Low-cut gowns have added 
to style importance of earrings and necklaces. 
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Wasting 


Your Manutacturer’s 





Money? 


An appeal by a well known west coast jeweler 


for retailers to raise advertising standards to 


Mr. Rosenberg, author of this 
thought-provoking article, is 
Vice-President of the Califor- 
nia Retail Jewelers Association 
in addition to his Vice-Presi- 
dency of Gensler Lee Jewelers. 


= for national advertising! 

Millions of dollars are spent each month—yes, mil- 
lions—annually a fantastic figure; all this money is spent 
in behalf of the retail jewelers of America by the big, 
national manufacturers. 

For years and years the national manufacturer has 
made a tremendous contribution to the life of the retail 
jeweler by expending huge sums for advertising. He is 
spending this money to direct the consumer into the retail 
store to buy his product. 

In addition to national magazines such as Life, Satur- 
day Evening Post, Ladies’ Home Journal, and other top 
magazines, untold millions have been spent in newspapers, 
on radio, television, outdoor, direct mail, window dis- 
plays, and other media. 

Such splendid firms in our industry as the watch 
houses, Bulova, Gruen, Elgin, Hamilton and others, have 
done a wonderful job in presenting the watch industry 
to the public. In the silverware field the advertising of 
Oneida. International, Gorham, Reed & Barton, and 
others, have for years and years told the story of silver 
to the American public. The advertising of DeBeers has 
made a notable contribution to the diamond industry. 
Look at the fine advertising being done by the watch band 
houses, the jewelry houses, and many other firms. 

And on an associated level, our own Jewelry Industry 
Council and The Watchmakers of Switzerland, are spend- 
ing great sums in an effort to assist the jeweler of 
America. To assist him to do a better selling job, to gain 
the confidence of the public, to build a stronger and more 
effective retail organization for the distribution of the 
manufacturers products. 

Let’s take a look at some of this advertising. 

How does it strike you, as a retailer? 

Is it cheap, is it tawdry, is it in poor taste? 

Decidedly no! 
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the superior level set by the manufacturers. 


by BUDD ROSENBERG 


All of it, without exception, is on a high level. 

I challenge you to find an advertisement by a national 
manufacturer, in any consumer publication, which is not 
of high character. It is all attractive. It is all honest. 
It is all reliable. It is all trustworthy. It is generally 
artistic and beautiful. It employs the finest artwork and 
typography. It is indeed a tribute to the industry. 

They are doing this for us, the retail jewelers! 

But what are we doing for them? 

Before we discuss that phase of the subject, let’s con- 
sider the reasons why all national advertising is on a 
high level. Does it pay? Well, firms like Oneida Ltd., 
for example, have, for 25 years or more, maintained an 
advertising campaign of the most artistic character. 
Finest artwork, beautiful table settings, and an atmosphere 
of dignity. They are only one of many firms who have 
consistently utilized advertising of the highest order. 
These firms are successful. So we must assume this type 


of advertising pays. 


Let’s ‘get back to our subject. What is the retail 
jeweler doing to take full advantage and capitalize on 
the millions of dollars worth of fine advertising which 


is being done in his behalf by the national manufacturer. 


A. great many are taking the same stride. They are 
assuming the same pace and going along in the same 
ethical manner. They are cashing in on this mighty 
expenditure. More power to them! 

But, on the other hand, there are too many jewelers 
who are destroying the confidence which has been built 
up with the expenditure of millions of dollars and years 
of time! 

They are undermining this worthy structure. And the 
unfortunate result is that when the house collapses it will 
bury the good with the bad. That’s why the industry 
must do something about it! 

Unethical methods, misleading advertising, false claims, 

(Please turn to page 119) 
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1919. 
Wonderliter—first 
advertised. 














1926. Ronson 
Banjo—a sensation 
in the field! 





through the years... 


and always with 


1927. Ronson 
with the first 
thumb lever. 


new opportunities for you 


1928. 










1939. Ronson Table 
Lighter. A big step = 
forward in lighters 

for table use. te 


Think back to 1919, when the first 
Ronson Lighter appeared. “‘Wonderliter”’ 
it was called, and a wonder it was! 

This first Ronson was the forerunner of 


a whole procession of constantly improved 





Ronsons that make up what is now the largest 1941. Ronson 
, . ; . Whirlwind. Windproof, 
selling line of lighters in the world. with disappearing 
windshield. 











1950 will offer exciting Ronson additions. 
Be sure of this. The new Ronsons will 


be wonderful Ronsons! A credit to their 





ancestors ... and profitable, for you. Demand for 
1947. Ronson Adonis. 


them will be stimulated by even more powerful Ronson action in 
consumer advertising and dealer helps. inane eeandl 
a fine watcn. 








press — it’s lit! 


release — it’s out! 





Tune in Ronson’s “Twenty Questions” 

Saturday nights (Sunday nights 

WORLD‘S GREATEST LIGHTER Pacific Coast), Mutual Network: 1950. 
and Ronson’s “Johnny Desmond Show” Exciting surprises— 
Wednesday nights, ABC Network. to be announced soon! 





RONSON ART METAL WORKS, INC., Newark 2, New Jersey 
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is a featured line at Michaud's and its shining array lends life to displays. 


Human Interest Tops “Sell” Appeal 


by W. R. HARRISON 


“ HY, asks Ferd Wolfson, owner-mana- 
ger of Michaud’s Jewelry in San Mateo, California, 
“shouldn’t jewelry store promotion be humanized? Why 
shouldn’t the jeweler inject human interest into his appeal 
for business?” 

He promptly answers his own questions with, “It seems 
to me that much jewelry store promotion leans over 
backward in its effort to be grandiose, elegant and haut 
monde (high hat in other words). It is so concerned 
with its own prestige that it only whispers while all 
around it other businesses are shouting their sales appeals. 

“After all, the people who buy jewelry are human 
beings with the usual quota of emotions—fear, love, hate, 
prejudice, and so on. A walking-on-eggs policy may 
appeal to a few buyers, but the majority of people buy 
through their emotions. We believe that the emotional 
appeal in promotion will gain more customers and with- 
out in any way detracting from the prestige of our estab- 
lishment. 

“Our experience bears us out. Ours is a small town 
but is populated by many wealthy people who commute 
daily to nearby San Francisco. Even though we may 
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shout our wares from the house tops I note that we 
number many of these people among our customers.” 

An example of humanizing jewelry promotion is afford- 
ed by the Michaud announcement of its new silver plating 
“department.” After arranging a contract with a custom 
plating concern to give special service and attention to 
Michaud work, the store came out with a fifteen-inch six- 
column newspaper advertisement headed, “Wonderful 
News! San Mateo now has guaranteed silver plating ... 
thanks to our new department.” The advertisement 
showed a drawing of a well-dressed woman hurrying 
toward the store. In addition, photographs of scenes in 
the new “department” were shown. Special introductory 
prices were quoted for bronzing baby shoes, refinishing 
silver, and so on. 

“There was nothing hush-hush about that ad,” says 
Wolfson, “and I suppose you might even call it sensa- 
tional. In any event, the results were sensational—it 
quickly established the services of our silver plating de- 
partment. Today, silver and gold plating has become a 
substantial part of our business.” 

Another advertisement, 13 inches deep and four col- 
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“We believe that the emotional appeal in promotions will gain more customers 
without detracting from the prestige of a store,” declares Ferd Wolfson, of 


Michaud’s Jewelry, of San Mateo, Calif. His experience seems to bear him out. 


umns wide, introduced the delicate question of used 
jewelry in a way that produced a good volume of business 
in a phase of jewelry merchandising that many stores 
shun. The advertisement was headed: “Michaud’s answer 
frequent problems with an open letter to Peninsula shop- 

rs.” Upon a reproduction of the store’s letterhead 
appeared the following: 

Mrs. Peninsula Shopper. . 

1 Easy Shopping Way, 

San Mateo, California. 

Dear Mrs. Shopper: 

Not too long ago, a new service was added to 
Michaud’s. 

It came about when a lady visited our store to have 
one of her diamond rings appraised. After the ap- . & | 
praisal, we learned that the customer had tired of the J | Stes fF 83 
ring, and wished to dispose of it. {| war SHY Force 

She was informed that Michaud’s couldn’t make mks en nl ee sheay 
such a purchase, for our policy is one of buying only 
new merchandise. 

We recommended her visiting a broker, only to find 
that this had been done, with the results being several 

(Please turn to page 120) 


Six-column newspaper ad proclaimed news 
of Michaud’s new silver refinishing service. 





Inclined mirrors make an effec- 
tive twin showing for flatware. 
Each pattern is numbered. When 
customer expresses a preference, 
a complete set is taken from the 
stock space below display cases. 
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Diamond Edueation 
Helps Customers 


Appreciate Quality 


Wright, Kay & Co. has instituted program of factual 
diamond advertising to help customers understand 


the factors that determine the prices of good stones. 


by ROY DENIAL 


Comparing two diamonds of equal weight, 
drawings and text of ad point out 
utmost brilliance of a stone is achieved 
only by cutting to right proportions. 


, copy aimed at educating the 
man-in-the-street on the reasons why some diamonds 
cost more than others can result in greater sales volume 
among the higher price gems for the alert jeweler. 

That’s the contention of Wright, Kay & Co., 1500 
Woodward Ave., Detroit, Mich. In a large advertisement 
appearing in The Detroit News Wright-Kay points out 
with sketches and explanatory text why diamonds of the 
same weight can vary in beauty and price. 

“The beauty of a diamond depends on its brilliance,” 
the copy states, “and brilliance is obtained by cutting the 
stone for proper proportions. Two diamonds of the same 
weight with the standard 58 facets—or faces—can vary 
noticeably in brilliance and value because of the dif- 
ference in cutting. 

In its first pair of sketches Wright-Kay showed how 
methods of cutting vary. First, the rough stone is sawed 
or cleaved into parts,” the copy stated. “Correct pro- 
portions are important for full brilliance. The stone on 
the right has a large flat top but the better proportions 
of the stone on the left will give more brilliance.” 

The next two drawings show side and top views of 
two diamonds. The sketches showed how the different 
methods of cutting will affect refraction and reflection. 
Under these pictures the text explained: “Scarcely any 
refracted light is wasted through the sides of the diamond 
at the left, while a great deal more escapes the stone at 
the right. 
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Why diamonds of 
the same weight can Vary 
In beauty and Price 
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“Because the stone at the left is cut to the correct pro- 
portions above the girdle, the flat top-surface is smaller 
than that of the stone at the right. The stone on the left 
reflects the maximum amount of light, and has far more 
brilliance. 

“Brilliance is one of the first factors that determine 
the beauty and price of a diamond. The color, and 
whether it has flaws or other imperfections, either inside 
the stone or on its surface, are also highly important. 

“Of course, choosing a diamond is a job for an expert. 
That is why it is wise to buy only from a reputable jeweler 
where you have the protection of his specialized knowl- 
edge and experience.” 

Wright-Kay makes the most of the educational value 
of the advertisement by urging Detroiters to come in and 
see its stock “where diamonds are chosen scientifically 
with the most modern laboratory instruments in the hands 
of our certified gemologists. ” 

As an added confidence-builder the firm reminds 
readers of its 85 years experience in the field. 
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Use this ‘‘Diamond Cutting”’ Display 


in your window and on your counter 








Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘“‘The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL ... . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 £. 45th St., New York 17, N. Y. 
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the interesting, educational display shows the 
evolution of the gem stone from the “rough” to the finished 
58-facet “brilliant” cut diamond. There are 9 accurately 
cut oversize glass models, each with a handy metal stand, 
and appropriate descriptive card. There is also an informa- 
tive brochure covering each model and the various stages 
of cutting. It’s a set you'll use for years on end, for window 
and store displays, and for describing the intricate diamond- 
cutting operations to prospective customers. 


Made in Czechoslovakia, this set comes in a handsome, 
sturdy box with velvet trays. Cost complete is $60. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, New 
York 17, N. Y. 


De Beers Consolidated Mines, Ltd. 
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Scholarship Awards 


Weld Link Between Jeweler and Community 





by GEORGE LOWEN 





Sale of trophies to schools and organizations is 
one of firm's most profitable sources of income. 
Trophy showcase (above) is one of store's bright 
attractions. Letzeiser medal at right; below is 
one of the cards crediting originator of awards 
which is placed in the cases containing medals. 








a of citizenship and scholarship 
awards originated by a one-time competitor has produced 





gratifying returns in the form of goodwill, publicity and Pe ay on ee 
word-of-mouth advertising for the eg etm Com- netiaer te aan clannibdn and ) 
pany, Oklahoma City, Oklahoma. But perhaps more im- tii aes: te 


portant, the presentation of awards to meritorious youth 
has brought to B. F. Kerr, owner, the solid satisfaction 
that he is stimulating interest in good citizenship and 
scholarly attitudes among the young people of the com- 


tained high honors through his 
endeavors and many years ago 
instituted the Letzeiser Award 
for the purpose of stimulating 


munity. | 

Providing trade work, on a wholesale basis for the in others, a hunger for knowl- 
area’s retail jewelers, a complete custom-made jewelry de- edge and as a recognition of 
sign service for the general public, and turning out service achievement. 


pins, buttons, fraternity pins and crests for schools, lodges 
and business institutions, the Midwest Jewelry Company, 
established in 1933, absorbed the equipment and crafts- 
men of Letzeiser & Company in 1942. 

Alexander Letzeiser, head of the company, an accom- gate the same high ideals. 
plished designer, engraver and die maker, had until his 
death, for a span of forty years presented graduates of 
high schools and colleges in the Oklahoma City area with 
the Letzeiser medals and awards. 

A staunch advocate of good citizenship and academic 


Since his death we have 
proudly carried on these awards 
in his memory and to promul- 


MIDWEST JEWELRY CO. 
Oklahoma City 
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B. F. Kerr, owner of Midwest Jewelry Co., 
by continuing the Letzeiser awards dis- 
tributed among high school and college 
students for good citizenship and schol- 
astic work has built up much good will. 


appa? 


em 
in pate 


Jewelry repairing and designing, specialty 
of this Oklahoma City firm, are given 
sole attention in store's deep windows. 
display. 


Attractive interior is its own 





achievements, the jeweler instituted the Letzeiser award 
as recognition of outstanding scholastic work. When 
established, there was but one high school in Oklahoma 
City. Now there are six high schools and two universities 
participating in the awards. 

So coveted, and widely known, were the Letzeiser 
awards that B. F. Kerr, Midwest president, decided to 
carry on the presentations in Mr. Letzeiser’s memory. 
Given to students for leadership, scholarship and good 
citizenship qualities, each school has an Awards Com- 
mittee which selects the medalists. 

During the war when materials were scarce the company 
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In this comfortable and appealing atmos- 
phere customers of the jewelry firm order 
jewelry designed to their own particular 
tastes, bring in items for repair, place 
orders for school or lodge pins and rings. 


substituted certificates for the medals, and these became 
so highly prized that now the company awards both the 
certificates and the medals. Art awards are made to a 
student in each of the junior high schools and the Uni- 
versity of Oklahoma at Norman. 

Made of gold, silver and bronze, inscribed with intricate 
engraving, the firm distributes fifty medals every year at 
an expense of $3.50 each. 

“Carrying on the tradition of the Letzeiser awards is a 
satisfying project, not only because of the goodwill and 
public mention which follows in the wake of the presen- 
tations,” said B. F. Kerr, “but because of the knowledge 
that the awards are a factor in molding good, intelligent 
citizens. The awards help promote high ideas, and high 
standards among youth. 

“However, the publicity and recognition given our com- 
pany as a result of the annual presentations serves as a 
strong link between the firm and students and towns- 
people,” he added. “Teachers, parents and the awardees 
themselves display their gratitude by ordering class and 
lodge rings from us, by bringing in old rings and pins 
for remounting, by ordering new jewelry designed to 
personal tastes. 

“Countless times customers have brought in jobs after 
first asking if we are the ‘Letzeiser Award Company.’ Ac- 
knowledgment of our role in making the awards is made 
at high school assemblies. Publicity in news columns of 
both school and town newspapers is received. It is now 
common knowledge that we make and distribute the 
medals and certificates. Many of our customers, who 
now have children in school, were Letzeiser Award win- 
ners, and they still regard receiving the recognition as 
one of the high spots of their lives. The distinction of 

(Please turn to page 129) 
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Your customers don’t know that it takes 


350 tons of “blue ground” to produce a diamond 
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They can see it with their own eyes. ee _— th! 
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They can see the extra value too. . . for this a = 


brilliant gem costs no more, and 


sometimes less, than ordinary diamonds. 


The diamond with the signature no other can copy 
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220 West Sth’St eke Tc 62 WEST 47th STREET, NEW YORK CITY, N. Y. 








Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
Melee Plant: 


305 East 45th Street, N. Y. C. 





































































What Does It Cost to Slash Prices? 
a OCS OST tO Olas Prices! 
A booklet published by the National Wholesale Jewelers’ Association 
shows the serious effects of price cutting on retailers’ net profit. 
WO - bk -------------------- eee ee eee —_ “ 
This chart indicates the additional WO apo nem nme ne coa nearer censeseses . . en 
volume of business which must be Percentage of increased Sales re- ‘ x _ 
obtained to achieve the same quired to cover price cuts and NET Pee 6 
° , , SAME DOLLAR GROSS "ee 
gross margin results if the price MARGIN Lo © 4 
of any commodity is decreased by A | -° a -° 7 
3, 5, 7%, 10 per cent, etc. It P © # i 
shows the almost impossible task 150% fey 
the price cutter sets for himself. aa - ie 6 wf 
The above figures are predicated toes oo 
on an anticipated 25°, margin. Ct tes] _ de'n'd - 
67.0% *e aA 
42.8% oe ta 
13.6 a 
Base Line beaded 
chhcnsinanuanmancane eeeernwne2weennneneceneececec a a 
~3% ~5% -73% ~10% -15% ~20f 
a who, by cutting the price, were trade or industry. Many otherwise shrewd business men 
once able to sell a million dollars worth of goods, think forget their sixth grade arithmetic. Here are a few ex- 
they must continue to do so, regardless of the ever- amples to prove that arithmetic is the same today as it 
changing demands of a consuming market. was when they were in school. 
Volume < Turnover X Small Margin = Disappoint- A merchant or manufacturer realizes that he must 
ing Results. make, let’s say, 25 per cent gross margin on his sales, 
In their eagerness to secure a large volume of business, therefore, he adds 33 1/3 per cent to his cost in establish- 
they forget some of the fundamentals of merchandising. ing his selling price. 
They will argue and satisfy themselves (and sometimes Selling Price ......... $100.00 
their listeners) with theoretical calculations based on the Cost of Material -..... 743.00 
assumption that increased volume will mean quicker mer- 
chandise turnovers and will enable them to operate on a Gross Margin _._. $ 25.00 
smaller gross margin. Under the pressure of a “Buyer’s Market” he weakens, 
While these theories appear reasonable, close observa- even though he knows that a 25 per cent Gross Margin is 
tion proves conclusively that they do not work out in necessary to absorb his selling and administrative ex- 
practice. Those who have used this mistaken theory to penses. He lulls his better judgment by thinking that the 
their sorrow did not go into their calculations deep added volume and quicker turnover will surely compen- 
enough to fully understand how much increased business sate for a price cut of 5 per cent, and secures the order. 
must be secured to offset the loss sustained by cutting the The sale then appears as follows: 
price. If cutting the price would create a new or addi- Selling Price _ ~ $ 95.00 
tional field for his product there might be some justifica- Cost of Material pike wie et hg 79.00 
tion for his action, but unfortunately this is seldom if 
ever true, and as a consequence it is not only an unprofit- Gross Margin. $ 20.00 
able procedure to him but usually is ruinous to the whole (Please turn to page 124) 
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Mrs. Ware (right) and her staff behind gem exhibit occupying one side of store. 


Constant Gemstone Display 


Dramatizes Store, Maintains Public Interest 


by JOSEPH BAER 


wd VERY retail establishment in America 
has one problem that is paramount; that’s the problem of 
periodically promoting the business by some type of sale. 
dramatization of merchandise, or other method that will 
galvanize the personnel of the store into fresh activity 
and that will make the public conscious of some new 
development. 

“You can call this anything you like. But this is a 
fact—stores don’t just go along on an even keel.” 

Mrs. J. W. Ware, Registered Jeweler of the American 
Gem Society, and operator of the J. W. Ware jewelry 
store at 1050 Sixth Avenue, San Diego, Calif.. may never 
have heard about Kenneth Collins, the author of the above 
merchandising principle. But the more than quarter cen- 
tury experience in the jewelry business with her late hus- 
band brought her to the same conclusion as that reached 
by Kenneth Collins, one of the foremost merchandising 
men in America. 

Like Mr. Collins, she knows the worth of dramatizing 
her store, and its effect on the public and her own sales 
staff. 

And Mrs. Ware uses an effective promotion method, 
the most effective for her store, a special gem stone ex- 
hibit. This features rare and precious gems from all parts 
of the world, as well as local semi-precious gems from 
San Diego County. 
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MRS. J. W. WARE 


REGISTERED JEWELER OF THE AMERICAN GEM SOCIETY 
INVITES YOU AND YOUR FRIENDS TO ATTEND A 
SPECIAL GEM STONE EXHIBIT 


FEATURING 


RARE AND PRECIOUS GEMS 


FROM ALL PARTS OF THE WORLD 


PRECIOUS AND SEMI-PRECIOUS GEMS 
FROM THE MINES IN SAN DIEGO COUNTY 
GEMS ON DISPLAY WILL BE SHOWN IN THE ROUGH AS WELL AS CUT AND POLISHED, 
ALSO MOUNTED IN ATTRACTIVE SETTINGS 


FROM 11 A.M. TO 4 P.M. 
AprRit 20TH TO APRIL 30TH 


J. W. WARE 


REGISTERED JEWELERS 


1050 SIXTH AVE. SAN DIEGO, CALIF. 











Response to invitations to view gem exhibit was so large 
that the showing had to be extended for three more week:. 


“The gem stone exhibit is our biggest annual promo- 
tional effort,” says Mrs. Ware, who is carrying on the 
operation of the store in the tradition of her late husband, 
J. W. Ware, widely known gem authority, who died in 
19406. 

“In addition to stimulating immediate business,” Mrs. 
Ware stated, “the exhibit serves several other functions. 
It’s an educational activity which attracts regular school 


(Please turn to page 133) 
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Easiest to SELL because it's easiest to use! 


HAMILTON BEACH Food Mixer 
NOW with PYREX WARE Bowls! 


TWO PYREX WARE BOWLS on the 
Hamilton Beach Food Mixer—at 


















no increase in price! It’s a name Z = 
women know. It sells! Pyrex Ware $ 42s fe 





lets your customers mix, bake, serve, 
and store foods in the same bowl. 


Saves time, saves dishwashing, is RETAIL 
more sanitary, too. OTein 
BUT REMEMBER to concentrate on seule wae uae 


the ‘‘easiest-to-use’”’ theme that’s the clngie Seater. 


backbone of the successful Hamil- 
ton Beach campaign of big, colorful 
national ads. Compare Hamilton 
Beach for ease of use with any and . 
every other food mixer. Convince 
yourself. Then, demonstrate its one- 
hand portability . . . simplest speed 
control... one-hand operation... 
finger-tip bowl control . . . easiest 
juicing. Do that and you'll dnow that 
Hamilton Beach is easiest to se// be- 
cause it’s easiest to use. Hamilton 
Beach Co., Division of Scovill Mfg. 
Co., Racine, Wis. 





.« + backed by the BIGGEST Spring Advertising Campaign } spore 


in HAMILTON BEACH History! 


the New . Tell the “DEEP CLEAN” Story! 
HAMILTON BEACH [llixette oa erred way: or 


cleaner market in years. It’s easy to 
demonstrate. It makes sense. Use it and $7250 
you'll se// the Hamilton Beach “Deep- 
Clean” —the cleaner with more exclusive RETAIL 
features than any other in its price class. 





Includes eleven 
cleaning tools 
and corrying 
case. 














THE ONLY 3-SPEED PORTABLE with 
one-hand operation! Hand that 
holds the mixer sets the speed. 
All-purpose; ideal in smaller kit- 
chens—a big new market! Sturdy ce 
Hamilton Beach motor frees you 
from service complaints. Hangs 
on wall or fits in drawer. Smart 
gift box is a merchandising plus! 
Also serves as a compelling 
counter display. . 


The New HAMILTON BEACH 
Quick-Dry ELECTRIC HAIR DRYER 


A GREAT NEW ITEM for the huge home- 

e permanent market! On the record, Hamilton 

$] 490 Beach is the choice of professionals. All-metal— 

no plastic. Light, easy to handle, yet durable. 

RETAIL Two switches—“On-Off” and “Hot-Cold.” AC- 

($15.45 Denver DC. Handsome light ivory enamel. Gift package 
end Wet.) doubles as attractive counter display. 











$1773 
| RETAIL 
i ($18.25 Denver and West.) 


Includes bracket and screws for 
wall-mounting. 
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lass Models ‘Tell’ Diamond Facts 


Showing nine steps from rough to finished gem, 


set of glass models make customer explanations 











easier and is traflic-stopper used in display. 


66 
| SAW a bigger diamond than this and 


they told me it weighed just the same. It didn’t cost as 
much either. How come?” 

This question hits every jeweler often. Today’s cus- 
tomers want to know the “how and why’ of things they 
purchase, especially of anything which means a large 
outlay. That is why “scientific selling” is becoming more 
popular and more necessary. Most diamonds are bought 
for sentiment, but even customers in love want to know 
what they are getting for their money. 

“But,” you say, “how do you expect me to go into the 
technical lingo of diamond cutting with a customer who 
doesn’t even know what to do with a loupe?” Actually. 
few customers want a complete story of cutting, but it 
helps your sales to show them the essentials—and it can 
be done. 

Designed to help the jeweler show his customers 
graphically just how a perfectly proportioned diamond is 
cut is a set of nine glass models. of a size large enough 
to show every detail of the stones from the rough to the 
finished gem. The customer by the use of these models 
can easily see when it is pointed out to him the skill that 
goes into the “making” of a diamond that his untrained 
eye could never see under a loupe. He can even feel the 
development of the stone under his own fingers. 

These nine glass models, each with its own wire pedes- 
tal, are not so many that they weary a customer’s atten- 
tion, yet they tell the complete story. The customer can 
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Above: Models and their tripod holders are pack- 
aged for easy accessibility in the store and for 
convenience in carrying for use in demonstration. 


Left: Salesman at Wiss Sons, Inc., Newark, N. J., 
shows customer what makes the difference in dia- 
monds. The models help the customer appreciate 
degree of skill that has gone into actual stones. 


Below: "How" displays are always traffic-stoppers 
and glass models used in this Wiss window display 
to show how diamonds are cut proved no exception. 





easily see without squinting through a loupe (which he 
doesn’t like to do) when the salesman explains what is 
meant by a “spread’”’ stone—-and why it doesn’t cost as 
much as a perfectly proportioned stone. 

With or without questions. a shopper is more likely 
to become a purchaser if you give him (or her) an 
understanding of the exceptionally skilled craftsmanship 
that is required to produce a brilliant gem from a rough 
diamond. For the same reason, a customer is happier 
with his purchase if he knows the work that has gone 

(Please turn to page 125) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: 
64 West 48th Street 





London 


32/34 Holborn Viaduct 
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Gift Club Plan 





Keeps Doors Open 


To Sales Volume 


by KEN STRONG 


Large sign in store window brings in many 
requests for punch bowl set which jeweler 
loans for special functions. This promo- 
tion has been one of most successful for 
Stone in keeping his name before public, 


Stone always makes a point of being intro- 
duced to his future customers—the young- 
sters accompanying their parents to store. 





Store advertising continually stresses the 
gift club plan. Below is sample card given 
participants. On the back is a list of 
dates covering a year which are punched by 
sales clerk when customer makes a payment. 








JOIN OUR 


JEWELRY GIFT CLUB 
A Systematic Plan of Saving for Gift Giving 


Make Jewelry Purchases the Easy Way! 


“. Is to every jeweler’s advantage to keep 
traffic coming to his store regardless if sales are made or 
not,” says Bill Stone, owner of W. L. Stone and Son, 
jewelers, Pottstown, Pa., and Registered Jeweler of the Secihiein sini eatalae 
American Gem Society. “The more traffic you have the W. L. STONE & SON 
more sales will result anyhow. That’s the reason we oe 
started our gift club.” 210 High Street Pottstown, Pa. 

The gift club is an offspring of this store’s silverware 
club. Handling over 65 patterns of silverware in the most 
popular brands, the store had been promoting the sale 
of place settings with their club plan. That is, customers 
paid a stipulated amount every week, according to the 
value and number of place settings that they were inter- W. L. STONE & SON 
ested in obtaining, and at the end of every paid-in period, Senile GUt Clad No. 
RoSERVOR a: bance setting. ; A SYSTEMATIC PLAN OF SAVING 

“This plan worked well for a few years,” says Mr. FOR GIFT GIVING 
Stone, “and then the local public began to lose interest in 
it. To take its place, we installed our giftware club that 


has paid off extremely well.” Address 
The Stone oift club starts every June. This period has Payments Should Be Made In Accordance With Dates On Back 
(Please turn to page 146B) 
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We obtain “rough” direct from the 
source... expert culling and polish- 
ing is done right on our premises. 
Your selection can be made from 
complete stocks ... whether it be ten 
pointers... quarters... halves...or 


even 20 carat stones. 


Juices that Challenge he Fhadtudliy! 
Visit our building ... or write... we 
would like to show you how our 


rigid manufacturing controls result 


in prices that challenge the industry! 
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Radio Quiz Spurs Interest 
In Jewelry Store’s New Look | 


The latest mode in store 
fashions, photographed at 
night, reveals the striking 
effectiveness of the neon 
and black structural glass. 





7 

= in with the public's present craze 
for radio quiz shows that involve a telephone call to the 
listener's home. the Jensen Jewelers store at 1036 S. 16th 
Street. in Milwaukee. Wisconsin. is assuring itself of a 
steady listening audience for its radio plugs. 

This south side jewelry store recently was completely 
remodeled and modernized: and to help acquaint this 
section of the town with the “New Look” it had achieved. 
the managers of this 42-year-old firm decided that this 
radio quiz idea would be best. 

They used the traditional methods of advertising. too. 
of course: such as the local south side papers, direct 
mail. billboards at gift-giving holiday seasons, and cata- 
logs. But they found that for actual pulling power— 
that is. bringing people into the store—this radio program 








was — tops. 

“And the beauty of it all.” remarks Eldred Jensen, “is 
that our store doesn’t have to bear the brunt of the entire Eldred Jensen serves customer in new gift cupboard. 
cost ourselves. This is a group venture put out by the 
South Sixteenth Street and Muskego Avenue Business- “This is the way it works: Every day from 4:30 till 
men’s Advancement Association. As a member, we get 5 P.M. radio station WEXT puts on a program of 
the benefit of the daily advertising and like all of mem- musical recordings interspersed with short commercials 
bers come in for an equal share of the radio time. We boosting the merchandise of various members of our 
just pay for our spot announcements. Association. Toward the end of each program one spe 
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CULTURED AND SIMULATED PEARLS AND PEARL JEWELRY 


FOR JANUARY, 1950 








"Gift Row" of the Jensen 
store is efficiently and 
attractively designed to 
suit the tastes of even 
the most discriminating. 


John Reddy, WEXT man- 
ager, confers with his an- 
nouncer Jack Buechler and 
owners, Hugo Jensen and 
his son, Eldred, over the suc- 
cessful radio quiz program. 





cial record is played, and the listeners are asked to 
identify the band which is playing the number. 

“Not the name of the tune, mind you, but the band 
itself. That makes our program just a little different from 
the many others which ask that a melody be identified. 
Now. in order to get their guess registered with the 
studio. each listener must come to our store to get a 
special post card. This post card is printed with the ad- 
dress of the radio studio and the program name. and 
there are lines for the contestant’s name. address. and 
phone number. 

“The contestant fills in those spaces and mails it di- 
rectly to the station. During the broadcast and immedi- 
ately after the mystery band has played its number. an- 
nouncer Jack Buechler picks out one of these cards from 
the days mail delivery. and then calls up that person 
listed. If the listener can name the band. he gets the 
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prize—a piece of merchandise donated by a different 
merchant daily. If the band is not identified, the prizes 
pile up until one person does win the jackpot. 

“That’s the way it works.” Eldred continues, “and it 
is very simple. It’s effective too, because it makes the 
listeners come into our store to ask for the cards, and 
yet that is all the bother we have in connection with it. 
John Reddy, the station manager at WEXT, Jack Buech- 
ler, the announcer, and ferry Ingwerson, an advertising 
salesman from the radio staff. are the three who handle 
ail the details and who thus take all the problems off our 
minds. We donate the prize when our turn comes. 

“Our Association gets out these orange-colored post 
cards and passes them out among our stores. Here in 
our store we keep small stocks of them lying on our 
counters for the customers to help themselves. And, 
naturally. if they ask for one, whoever is waiting on that 
customer gives him one, too. To enter daily, of course, 
means dropping into one of our stores daily also. That's 
why we find this simple program idea is so very effective 
in building store traffic which mean added sales in the 
long run!” 

The whole Jensen store now has a stunningly modern 
look. from the black structural glass front with its all- 
elass door. to the streamlined, blonde wood fixtures 
which display the merchandise inside. 

The long vertical sign which hangs on the corner of 
the building has a rather clever touch to it. The name 


JENSEN is in neon letters. pink, and across the bottom 


is the word JEWELERS in blue neon. 

There is a 25-foot frontage on South Sixteenth Street. 
as well as a shorter display window on the side street 
that crosses Sixteenth. The whole building is over 90 
feet long. so the store’s interior is a long one. too, with 


Please turn to page 127 
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out of every ten diamonds 
only one 1s fine enough 


to be set in a 


Nine out of ten diamonds lack BONDED DIAMOND RING 


the perfection required for stones 
set in Cardinal Bonded Diamond Rings. 


The color . . . the proportion . . . the brilliance 
... or the presence of flaws . . . in these nine stones falls 
short of the quality we insist upon for Cardinal Diamonds. 
Only one... out of ten... is fine enough to CARDINAL DIAMOND SYNDICATE 


be guaranteed by the Cardinal Bond . . . and Bauman-Massa Jewelry Company, St. Louis 


set into a Cardinal Bonded Diamond Ring. ]. M. Dennett Company, Minneepelis 
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related to the entire plan in mind! Every store moderni- 
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e ° e ° 2-24 
rent operations, measured in terms of anticipated in- ee Revators 28 *trees 2 
, , ; | “i. = a ee eee oe Se 
creases in sales volume against the investment and result- — — HEA FE 


ing profits. 

To aid you in making those changes, you might refer 
to the check list produced by the U. S. Department of The gum sapeedned chews end & en 
over of this article are obtainable from 


Commerce (Marketing Division). 
(Please turn to page 130) Marketing Div., U. S. Dept. of Commerce. 
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7 BOARD OF DIRECTORS 


, M, ABELSON 


_ | NEWARK, N. J- 


pRES.. JEw 
NEW YORK, N. Y- 


new YORK, N. Y- 
JOHN M. BIGGINS 


ELGIN, ILL. 


NEWARK, N, Je 
SIGMUND COHN 





NEW YORK. N.- Y. 
LEON J. ENGEL 

BALTIMORE, MD. 
GEORGE FINE 

NEW YORK, N. Ye 
H. A. GOLDBERG 


} JAMES H. HETZEL 


P. IRVING GRINBERG 


NATL. ASSN. OF CREDIT JLRS. 


L. BASKIN 
HERMAN WELRY CRAFTS ASSN. 


H, BENEDICT 


pres., CHICAGO JLRS, ASSEN. 


ALTER H. BUTLER 
Los ANGELES. CAL. 


ARLES H. CHURCH 
maa & COMPANY 


TREASURER. JEWELERS 
VIGILANCE COMMITTEE 


NATL. WHOLESALE JLRS. ASSN. 
PRES.. DIA. MFRS. @IMP. AGSN. 


PORTSMOUTH, VA. 


Jewelers Higilancre Committee, Tur. 


17 West 45TH STREET, NEW YORK 19, N. Y. 
TELEPHONE: LUXEMBURG 2-2380 
G. H. NIEMEYER, CHAIRMAN 
LIPPER, SHINN & KEELEY, COUNSEL 


EXECUTIVE VICE-CHAIRMAN 327 FIFTH AVE., NEW YORK 17, WN. Y. 


November 18, 1949 


To All Jewelers - Manufacturers, 
Importers, Wholesalers and Retailers: 


Each year at this time, the Jewelry Trade is asked 
for financial support in order to carry on the work 
of the Jewelers Vigilance Committee. 


It is impossible to outline in detail all of its 

activities because of their nature. There are, how- 
ever, a number which the Industry recognizes as im- 
portant to its immediate and future welfare. Among 


: ——— a. them ares: 
ELIOT P. eee 
INLAY-STRAU , 
INEW YORK, Ne ¥. Financing the work of the Jewelry Industry Tax 
WALTER N. KAHN ° 
VICE-CHAIRMAN, JLRS, VIGILANCE Committee : 


COMMITTEE 
NEW YORK, N. Y- 


ECIL D. KAUFMANN 
CHAIRMAN: JLR, INDUSTRY COUNCIL 


WASHINGTON, DO. C. 


Checking on false and misleading advertising, 
and through Counsel and otherwise, fighting 


‘ BENJAMIN S. KATZ e n > a ° 
| ——— against the conditions described in the enclosed 
CINCINNATI, OHIO Cc ircular; 
Cc. M. KENDIG 
PRES. AMER, JLD. WATCH MFRS. ASSN, 
ANCASTER, PA. e e e 
: Preserving the Standards of quality and fair 


VICTOR A LAMBERT 
JEWELERS SECURITY ALLIANCE 


NEW YORK. N.z Ye 
WILLIAM F. MCCHESNEY 
STERLING SILVERSMITHS GUILD 
OF AMERICA 
PROVIDENCE. R. f. 


MpRes.. PLATINUMSMITH® ASSN. Assisting our Government officials in combating 
NEW YORK, N. Y- smuggling and protecting our Industry from it. 


FRANK MILHENING 
J, MILHENING, INC. 


pape You are asked, therefore, to send a liberal contribu- 


competition of our Stamping Laws and Commercial 
Standards at the manufacturing level; 


G. H. NIEMEYER 
—™ tion in support of the Committee's work. The Jewel- 
ponerse ae ers Vigilance Committee is entirely dependent upon 


WILLIAM B. OGUSH 
WILLIAM B. OGUSH, INC. 
NEW YORK, N. Y- 
EDWARD O. OTIS, JR. 
PRES., NEW ENGLAND JLRS, 
@ SILVERSMITHS ASSN, 


ROVIDENCE, R. |. . 
. Sincerely, 


A. O. PACKER 


EDUCATIONAL JEWELRY MFRS. 
ASSN. S 
NEW YORK. N. Y. ; 
H. VICTOR PAUL 
AMERICAN NATL. RETAIL JEWELERS 
ASSN. 
NEWARK, N, J. 
HENRY PETERSON ¢ ° 


PRES., ASSOCIATE JEWELERS 


OUDLEY &, SANDERSON W. Waters Schwab/} Chairman, Finance Committee 


ONEIDA, LTO 
ONEIDA, N.Y. 


W. WATERS SCHWAB 
J. R. WOOD & SONS 
NEW YORK, N. Y. 


WILSON A. STREETER 
BAILEY, BANKS & BIDDLE co. 
PHILADELPHIA, PA, 


OLIVER R. WASSON 
AMERICAN NATL. RETAIL JLRS, 


ae Gentlemen: 


NEW YORK, N.Y, 
We are glad to cooperate and assist in the work of the JEWELERS VIGILANCE COMMITTEE. Enclosed 


herewith is check for $.............05e00- as our contribution for 1950. 


your voluntary help and seeks not only your financial 
but your moral support as well. 








JEWELERS VIGILANCE COMMITTEE, INC. 
17 West 45TH Street, New York 19, N. Y. 





Very truly yours, 





NOTE: Appeal for 1950 is being sent at this time to enable firms to charge their contributions in the fiscal 
year of 1949, At the request of a number of contributors and for your guidance, if you so desire, the 


following scale is suggested as an approximate gauge: 


Where Sales are about: Up to $100,000 Suggested Contribution: $10 to $50 


$100,000 to $250,000 100 to 200 
$250,000 to $500,000 200 to 350 
$500.000 and over 350 to 500 
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of interest to wholesalers and retailers 






































from the Lux Clock Manufacturing Co., 


Waterbury, Conn. 


Fred Lux. President, Lux Clock Manufacturing Co., 
Waterbury, Conn., makers of spring movement alarm 


and novelty clocks—and the world’s largest manufacturer 





of precision timer movements for industry. 





“We, at Waterbury, are clock makers. My father was a clock maker, and a good one. 
| learned my business under him and I hope some day to be as good as he was. 


“We claim for ourselves mainly a knowledge of the design and manufacture 


of good clocks. 


“But we know, too, that the same integrity that goes into the making of good clocks 
must be a part of the manufacturer's relationship with the wholesalers and 
retailers who sell his clocks. 


“We have seen much evidence that there is need for clarification on points of policy 


and intent in the clock business. 


“Since Lux starts the new vear with a completely new sales set-up and merchandising 


program, this seems like a sood time to tell vou about it. 


“Our first step was to acquire the DeLuxe Clock & Vanufacturing Company. which 


had been the sole distributing agency for our clocks. 


“With no reflection whatever on the past policies or performance of that organization, 
I want to point out that we are now completely responsible for, and in a position to 
control the sales and merchandising methods employed in the distribution of our own 
merchandise. We now can set and carry out policies which are fair and equitable 


to our customers in the various fields we serve. 


“This sales operation has been placed under the direction of Mr. Edwin W. Kaler. 
Mr. Kaler is known to many in merchandising circles through his past activities in the 
distribution of such products as Talon fasteners. Archer hosiery, and Daystrom 
furniture; or you may know of him through the sales promotional work he has done 
for and with a host of prominent retail organizations. 

“| have asked Mr. Kaler to describe what our plans are and how they will apply to the 


benefit of all concerned. This he has done in the message which appears on these pages. 


President 


Lux Clock Manufacturing Co., Waterbury, Conn. 
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What the new Lux Sales set-up means to you 


We will work unceasingly 
to interpret the people's 
wants and to plan and 
produce quality 


These are the general policies which we are now ina position to carry out. 


We will engage in vigorous 
sales promotional and 
advertising activities 
designed to help wholesalers 


and retailers move Lux 
clocks and timers in volume 
with minimum eflort. 


merchandise that will meet 
popular needs and 
appeal to popular fancy. 


On pricing—specifically- 
we will strive to work out 
price structures to fit the 
needs of our customers. 
Once worked out, those 
policies will be rigidly 
adhered to by us. 


We will make this 
merchandise available in 
such quantities and in such 
assortments and at such 
prices as to induce speedy 
turn-over and ample profit 
for the wholesalers and 





retailers concerned. 











Some Facts About the Company back of the Sales Organization 


The Lux Clock Manufacturing Company has been making clocks 
and timing movements for more than 40 vears. It is the world’s 
largest maker of precision timing movements. including: 


—the majority of timers for all cooking ranges made in this 
country 

— photo timers 

—timers for precision instruments costing over 5200.00 

—timing movements for parking meters 

—automobile clocks 

—timers for well known makes of toasters, sun and heat lamps 


and washing machines. 
So. vou see. the same skill and care that goes into these precision timers 
for industry. produces the merchandise we make for vou to sell. 


To those of you who are already customers. we welcome this 


opportunity of reassuring you of our mutually profitable relationship. 


To those of vou whom we have not as vet had the pleasure of serving. 
a cordial invitation to join with us in our plan for 


merchandising with a profit. 


Factory: LUX CLOCK MFG. CO., INC., Waterbury, Conn. 
Sales Office: DeLuxe Clock and Manufacturing Co.,Inc., 1107 Broadway, New York 10, N.Y. 
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Home Party Shows 


Make TV Sales for Jeweler 





by HENRY GALUS 


= in 1948 when television suddenly be- 
gan to expand beyond strictly metropolitan-city reception, 
immense audiences were waiting for it. But so was greater 
skepticism. Mr. Public was asking, “Is the high price 
worth it, when TV hasn’t been proven outside perhaps 
only New York and three or four other great cities?” 
Most sales resistance was emphasized by the tart, “I'll 
wait a bit and see.” And that was because of rumors that 
TV sets for home use always were “snowy,” fading, etc.— 
“only commercial sets were working good but, after all, 
didn’t you have to pay up to $3,000 for one?” 

On the other hand, the alert jeweler everywhere 
couldn’t (and still can’t) leave TV and its profit potential 
out of conversations. How could he overcome local hesi- 

(Please turn to page 146F) 
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Small ads invite public to 
Folco's home TV showings. 
Free transportation and 
refreshments are offered. 








Folco with his television setup which has 20 to 25 guests at each showing. 





An advocate of the “different” ap- 
proach, Folco uses eye-catchers in 
his advertising like the one above. 
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Size 62" x 9%" 
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JEWELERS’ 
DICTIONARY 


NEW COMPLETELY REVISED 
x SECOND EDITION x 








“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


: Selling points on karat quality, rolled gold plate and 
— electroplated articles are backed up with the authority of 
5 
: 
= 





the printed word, compiled by experts in these fields. S$ re’ 00 


Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. Pest Peld 


In one comprehensive volume, THE JEWELERS’ DIC- 


TIONARY contains an invaluable wealth of information— HARD COVER BOUND 


indispensable to the jeweler, watchmaker, gemologist, IN RICH BLUE CLOTH 
WITH GOLD STAMPING 


ORDER TODAY 


AUTHORS | 
Delivery February Ist, 1950 


Dr. Frederick H. Pough 
Curator of Gems and Minerals of the 
American Museum of Natural History 


advertising man; in short, to anyone seeking information 
pertinent to the jewelry and allied fields. 
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John J. Bowman 
Director of 
Bowman Technical School 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 


N York 17, N. Y. 
C. M. Hoke oe 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Please send me a copy of the revised JEWELERS’ 


Joseph D. Little DICTIONARY. Enclosed find $6.00 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


Check ................ is enclosed 


Money order ......... is enclosed 


A limited quantity available. 
Orders filled until supply is 
exhausted. 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 


HUGRCGGUECEECEUCCGHUORSSHECRGEORECGR RT TEREERERERERSERERES USERS TREES See ey ar rere eT 
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Can You Help Me? 
My Display Problem Is 


VIRGINIA DIXON 


by 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already dwell known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


ALENTINE and Spring displays were the predomi- 

nating items at the Display Market Week Show in 
New York from December 11th to 15th. As usual. the 
majority of the materials on exhibit were in the depart- 
ment store class, but a little searching revealed a number 
of items good for jewelry store use and plenty of ideas 
which could be adapted to the showing of jewelry and 
silverware. 

For a Valentine display. W. L. Stensgaard & Associates 
have used their new material “Crystalfoam” to make gay 
red hearts in half-round—eight, twelve and eighteen inch 
sizes. They are perfectly plain and were shown arranged 
in groups and pairs, but they could be used singly and 
edged with lace or ruffling for a more feminine effect. 
Jewelry pieces can be pinned right into the hearts: the 
material is nice enough in texture to make a suitable 
Stensgaard have used 
It is 
extremely light in weight. and very tough as far as 





background for the merchandise. 
this “Crystalfoam” in a large group of displays. 


breaking or chipping is concerned and considerably less 


TRAE TORR Se 





expensive than similar items in papier mache or othe 
moulded materials. 

Water lilies of white “Crystalfoam” with big flat dark 
green leaves would make a striking and very cool lookin, 
summer display. To tie in with the presentation of Wal 
Disney's “Cinderella” there are dainty little plag, 
slippers. A really charming window could be arranges 
with these timed for the opening of “Cinderella” jy vom 
town. Write to Stensgaard, 346 North Justine Stree, 
Chicago 7. Ill, for their spring “Merchandise Presenta. 





tion’ catalog. 

Nice items in preserved natural branches, foliage anq 
leaves were at Fawnfield Decorations from Georgetown, 
Conn. Twelve-inch hearts made of dainty preserved 
baby’s breath, sprayed white, pink or red for Valentine's 
were shown. Their peach blossom branches Say “Spring” 
in a charming way. For something unusual in a map. 
nikin head. they have a form which may be covered jy 
either simulated moss or with very tiny flowers. Quite 
modern, but for a spring or summer jewelry display such 
a head would be quite appropriate and attention getting, 
This firm has done a number of things for jewelry stores 
over the country. 

Your window is one salesman that works for you day 
and night. Sundays and holidays. With the use of a ney 
gadget called “Tell-it-to” 
orders when the store is closed. 
aluminum mask which is mounted on the window glass 


can even take 
A microphone in an 


vour window 


is hooked up with a recording unit inside the window. 
The customer drops a twenty-five cent coin into a slot, 
activating the recording unit. gives his order. name and 


Ee 2 





665 Fifth Ave. 


——- 


CULTURED PEARL NECKLACES 


| AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


Tel. MUrray Hill 8-0648-0649 


New York 22, N. Y. 
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Jdress into the “mike.” The store plays back the tape 
adaress : \ k 

ecording next day. fills the orders and returns the 
r , < vee - 


twenty-five cents with the merchandise. Such a oadgel 


would r - ; 
fully priced and identified with a number or letter. 


Even though jewelry store night displays are handi- 
d by the removal of the most expensive merchan- 
a set-up as the “Tell-it-to” still has worthwhile 


equire that all merchandise on display be care- 


cappe 
dise, such 
ossibilities for a jewelry store. Jewelry window dis- 
plays should be planned for substitution of other mer- 
chandise for the night display and special merchandising 


events could be planned for the order-recorder. For 
further information. write to Darling Displays, Bronson. 
Michigan. 


Another mechanical contribution to window display 
just placed on the market and shown during Market 
Week is the “Switch-o-matic —a self-contained motor- 
driven “robot-brain” which simply and automatically 
ean create over a hundred animation effects with standard 
electric display equipment such as spot-lights, turntables. 
signs, motors or any device activated by electric power. 
On-and-off effects of lighting fixtures. blending and over- 
lapping of colored lighting effects. stop-and-start move- 
ment of turntables or other motor-driven units with any 
desired degree of turning and stopping periods. coordi- 
nation of light and motion units in a controlled pattern 


all these animation effects are possible with this little 


unit. The price is not prohibitive for even a small store. 
The unit is made by the Bart Manufacturing Company. 


A5 East 30th Street. New York 16. N. Y. 


— 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. inc. 


DIAMOND CUTTERS & IMPORTERS 
535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


Luxury Setting 
(From page 79) 


windows of the store and observe the sign, “Visitors 
Welcome.” At first blush it might be interpreted as 
meaning “although our store is so beautiful and elaborate 
and our merchandise is most exquisite, you are cordially 
invited to come in.” Actually, the signs are not only an 
invitation to tourists and residents of the city to come in 
and browse around, but they are indicative of the cordial 
and informal atmosphere of the store in spite of its very 
unusual and exclusive setting. 

This northwest corner of Post and Stockton has been 
a jewelry corner for thirty years. People have been in 
the habit of looking at the jewelry displays in the win- 
dows there and making purchases of jewelry in this loca- 
tion for years. 

Passersby not only glance at the windows, they stop 
to study the merchandise shown. There are times when 
the 40-foot length of the store is lined with people look- 
ing at the display of beauty behind the glass. Each morn- 
ing during the week, an expert window dresser arranges 
a large display of diamond rings, pins. diamond-set 
watches and other pieces, together with other precious 
jewels in their attractive mountings. 

With the idea that the background in the windows 
should be inconspicuous but yet set off the jewelry to 
best advantage. it was decided. after some study, to use 
a soft shade of gray for the tiered background and also 
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to use the same material and color for the individual 
holders. Approximately 300 to 350 pieces of merchan- 
dise can be displayed at one time without crowding in 
the windows on Post Street, the entrance, and the ten or 
more feet just around the corner on Stockton. 

The beauty of the store is enhanced by bronze display 
cases, a bronze door with French plate glass at the en- 
trance and bronze lamps on the cases and on the large 
table in the room adjoining the main sales room. Bronze 
grille partitions at the end of the sales room add their 
share to the interest in the room. French furniture was 
installed throughout the store. The French salon is fitted 
with needlepoint-covered sofa and chairs. 


SIT-DOWN TRANSACTIONS 


Comfortable chairs set around the U-shaped counter 
directly inside the store entrance are provided for the 
customers. Matching chairs inside the counter are pro- 
vided for the salesmen as well, designed to promote un- 
hurried, at-ease transactions at the point of sale. The 
glass-topped counters are filled with merchandise shown 
against gray velvet mounts on a like-covered background. 

Adjoining the main room through a wide arch, is the 
French salon-type room which has been decorated in the 
same elaborate Louis XV manner. A tall mirror fills the 
recess in the center of the wall in the main sales room 
and a matching mirror, directly opposite in the salon. 
picks up the reflection. Wall cases in the salon carry a 
wide selection of clocks. 

The layout of the store was left practically unchanged 





Design Pat. Pend. 
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UNUSUAL ASSORTMENT 
OF 
EARRING MOUNTINGS 


._ 


from the former owners. Behind the courters the bron, 
grille at the rear cuts off a small space, formerly use 
as an office but now used for storage. At the rear end of 
the salon is the office. Additional space, lined with olasg 
cabinets, is available downstairs. Unused at the presen 
time, it is intended to use this later for fine china. 

The company decided to concentrate its initial adver. 
tising efforts in the newspapers. A large opening adver. 
tisement was taken in both the San Francisco Examine, 
and the San Francisco Chronicle in the Sunday editions. 
Following that, smaller space, two columns by ten inches 
each, were used consistently in these two leading papers 
in their Sunday editions. This gave them a coverage of 
approximately 900,000 in the San Francisco metropoli. 
tan area and in northern California. 

Life-like sketches of the merchandise being offered— 
not “ready-made” mats—were used so that the prosper. 
tive customers would recognize the merchandise. The 
store has found that women have a habit of tearing out 
an ad and bringing it along if it happens to attract them, 

The fall campaign, leading up to Christmas, continues 
on the same lines but with increased space. 


GOOD ART IN ADVERTISEMENTS 


The importance of good art work in advertisements 
was stressed by Bernstein. In the first ad which an. 
nounced the opening, the location of the store was con. 
sidered important. Thus the space carried illustrations 
of Union Square with the famous Victory statue which 
has attracted visitors in this downtown park since the 












MEN’S SEMI-MOUNTED 
RINGS and MEN’S MOUNTINGS 
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ROSENTHAL & KAPLAN 
126 WEST 46th STREET, NEW YORK, N. Y. 
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victory of Admiral Dewey in Manila during the Spanish- 
American War. At the same time, the advertisement car- 
ried an invitation to see the famous “Star of Ceylon” 
e. the collection of diamonds and other precious 
nd a collection of antique jewelry valued at 


sapphir 
jewels an 


$150,000. 


It was decided not to spread the advertising budget 
over a diversified program. For this reason the radio and 
direct-by-mail advertising were bypassed at least for the 
time. For one reason, it was felt that neither the radio 
nor direct mail would reach as many prospects, as cheaply 
and effectively, as would the newspaper. The Examiner 
and the Chronicle were chosen because these’ leading 
newspapers have a large street circulation which steps 
up on Sunday and they are read by tourists who visit 
the city. The location of the store assures the firm a 
steady stream of tourists from famous hotels passing by 
its doors as they take in the downtown shopping district. 

While the city of San Francisco is at the crossroads 
of the Pacific. colorful Union Square is the center of the 
downtown hotel and shopping area. This small park, 
covering one city block, has benches for those who want 
to stop a while in the sun and enjoy the band concert at 
noon and view the colorful flowers and shrubbery set 
amid green grass. 

The square also draws additional daily traffic, for be- 
low its surface is a garage whose ramps drop down four 
levels under the entire block so that it is capable of stor- 
ing 1700 cars at one time. 


Appointment With Prestige 


(From page 83) 


The sign explained Enright’s appointment with prestige: 

“Villanova College Trophy Parade. Every year the 
silvercraftsmen of Enright’s expertly refinish for preser- 
vation all the famous athletic trophies. Stop and see this 
unusual display representing outstanding victories of the 
Villanova teams since 1900. Ask about FREE 1949 sea- 
sons football tickets.” 

A carefully prepared ad made the most of casting 
Villanova’s prestige on Enright’s. It read in part: “Every 
year the Silver Craftsmen of Enright’s expertly refinish 
for preservation all the famous athletic trophies, preserv- 
ing the triumphant victories of Villanova College, as well 
as other colleges, in every field of sports. 

“In recognition of this, Villanova College has, for the 
first time, granted Enright’s permission to display pub- 
licly these very valuable trophies from .. .” (followed 
a list of some of the most unusual ones). 

Three figures illustrated the ad: a sketch of a baseball 
player in action, a basketball player and a football player. 
At the feet of the football player was this boxed in an- 
nouncement: 

“Free! Tickets for Villanova Home Football Games. 
In appreciation of this kindness extended to Enright’s, 
we are inviting our patrons and friends to participate in 
a free drawing for 50-yard line tickets for all Villanova 
Home Games during the 1949 football season!” There's 
nothing to buy! No contest to enter! No purchase neces- 

















From the KOSLOW Collection 
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Proudly presents two New 
Unusual Ear Clips 


e Finger Ear Clips with Baguettes and Mar- 
quises Diamonds. 


e Domed Ear Clips of Baguette, Pearshaped 
and Trapeze Diamonds. 





MR. RETAILER: For your profit, we offer In- 
dividually designed pieces for your Special 
Preferred Memorandum Requirements — in 
Necklaces, Bracelets, Clips, Rings and Earclips. 
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The Mark of Distinctive Jewels for Over 30 Years 
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S Hown above is only a part 
of the vast Jacco line of ear- 
rings. Other Jacco creations 
include crosses, lockets, dia- 
mond mountings, and wedding 
ring sets, cuff links, laclies’ 
stone rings with genuine, syn- 
thetic and imitation § stones, 
men’s stone rings. signet rings. 
tie slides, spray pins, cameos, 
brooches, wedding rings, cbhate- 





18-20 Columbia St. 





laine pins, Miraculous Medals, 
boys’ and babies’ signet and 
stone rings, chains and pen- 
dants. Almost all are avail- 
able in great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K gold. 
white and yellow. Investigate 
by writing now for full infor- 
mation and extremely popular 
prices. 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 
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sary! All you need to do is come and see the display P 
then enter your name and address at Enright’s and during 
the exhibition, winners will receive absolutely free these 
tickets as a gift from Enright’s!” 

The slogan beside the Enright name appeared jy . 
form appealing to the girls this time: “Before you change 
your name Remember Ours!” 

Copies of these ads were placed on the bulletin boards 
of the college and the school publications sent reporters 
and photographers to cover the story. So, of course, g 
large number of students and afhiliates of the school 
visited the exhibit. Some 1264 people registered during 
the five days, and at least as many more saw the exhibit 
and heard the name of Enright’s as the concern ap- 
pointed by Villanova to care for their precious trophies, 

Two pair of tickets were awarded for each home game 
of the approaching football season—30 tickets in all, 
Winners were notified by letter. An advertising pamphlet 
distributed by a well-known manufacturer of silverware 
was enclosed in each letter. Winners were invited to 
pick up the free tickets two weeks before each game, so 
this meant an additional visit to the store at a later date. 

Priceless publicity resulting from the display included 
the story of the exhibit in the Alumnae News sent to 
1800 people and a special brochure distributed for Home. 
coming at the school three months afterwards. The Guide, 
local newspaper of the Frankford section, ran a_ photo 
of the window with Leo McConnell. Don and Jack En- 
right facing it. The caption read: “One of the most beau- 
tiful window displays ever seen on Kensington Ave. can 
be found at Enright’s” . 
tion and explanation. Another valuable reward for this 
activity was the complete list of Villanova Alumnae mem- 


. . followed by a brief descrip- 


bers now in the Enright’s possession. 

The cost of about $150 for the entire promotion was 
covered by the original order to refinish and engrave the 
trophies, so the actual cost of the promotion was prac- 
tically nil. Football stars and other celebrities who 
visited the exhibit as well as the exhibit itself attracted 
a large number of people who made purchases. Others 
connected with the college, and friends of graduates 
bought presents during the season as an immediate result 
of the promotion, and other organization; solicited by 
Knright’s have been moved to give trophy business to 
this store through the prestige of this affair. 





Diamonds Make Headlines 


(From page 85) 


concerned. True. there are few people who, seeing these 
arrays of beautiful jewels through the newspapers, tele- 
vision, or in person, rush right down to their jeweler 
and order some jewelry. On the other hand, these dis- 
plays do demonstrate the beauty of fine jewelry, stir the 
imagination and develop the public’s appreciation of 
quality. 

During the pre-Christmas season particularly, when 
these shows were staged, men are looking for ideas for 
sifts for women, and women are looking for means to 
convey their wishes for diamonds. It is in this manner 
that the publicity generated by such carefully planned 
diamond promotions pay off for the small town jeweler 
as well as for his big-city contemporary. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Wasting Money? 
(From page 86) 


half-off sales. erroneous price reductions, on the part of 
jalf-oll sales. _ 

come retail jewelers, are undermining our industry and 
lestroving the prestige that has taken years to establish. 
destroyite ey ae aaa eel geen oe 
Too much retail jewelry adve rtising is on a ver) low level. 
while all national jewelry advertising is on a high level. 
How can they get together? How can an amalgamation 
f{ effort on the part of the retail jeweler and the national 
( 


manufacturer be accomplished ? 

it would seem wisdom on the part of the retailer to 
cash in on the pace set by the manufacturer. If it’s good 
for the manufacturer it should be good for the retailer. 
But here is the important element: The manufacturer is 
educating the public to believe in the jeweler! However. 
when the consumer goes into a jewelry store, or reads 
some of the retail advertising, there must be confusion 
in that customer’s mind. If a customer is confused. they 
may end up by buying their silverware, their watches, their 
jewelry. in a department store! Then what will become of 
the jeweler ? 

We all have respect for the manufacturer. He has been 
helpful to our industry. He has been helpful to us as 
retailers. Perhaps he should accept the heavier burden 
and take steps to show the jeweler his responsibility. 
Perhaps he should tell the retailer to stop wasting the 
money he is spending. The entire industry would benefit 
if there were a greater meeting of minds. if the jeweler 


could see eye-to-eye with the manufacturer and cooperate. 


coordinate and appreciate all the good which the manu- 
facturer is doing for him. 

He can do this by studying national advertising! 

As retailers. we should follow their example! 





Fair Inspires Good Will Promotion 
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That grand old American institution, the County Fair, inspired this 
good will promotion by Melby's Jewelers, enterprising retail firm 
of Santa Maria, California. To publicize the opening of their new 
“Sterling Silver Room." Melby's sponsored this attractive booth at 
the Santa Barbara County Fair. Fifty sterling silver patterns from 
the store's stock were displayed. Each visitor registered his favorite 
pattern and a drawing on the final day of the fair determined the 
winner of a service for eight in the pattern of his choice. Five 
thousand persons signed Melby's guest register. 
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BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
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‘Sell’ Appeal 


(From page 89) 


price quotations that were so low it would be foolish 

to make such a disposal. It was then that the idea came 

to us how the problem could be solved. 

If the lady was not in a hurry for the money, we 
could sell the ring as used merchandise on a commtis- 
sion basis. This met with her plans, and within a period 
of six weeks, the ring was sold at a price that benefitted 
the buyer as well as the seller. 

It seems that the good news was mentioned to several 
of her friends, and now we find that this type of trans- 
action has become another service rendered to cus- 
tomers at Michaud’s. 

Furthermore, several commission offers were made on 
jewelry at prices ranging from $250 to $1250. Thus, 
without reducing the store’s prestige, the new service was 
introduced and has now become a recognized Michaud 
activity. 

One of the most sensational ads was the announcement 
that Santa Claus would be at the store during Christmas 
week to talk to the children. There is nothing unusual 
about this as an activity of a department store, but few 
jewelers try it. Besides a drawing, a photograph of Santa 
Claus talking with a little girl in front of the store’s show- 
cases appeared in the background. This 10-inch 7-column 
ad suggests to “Mom and Dad” to “Bring the Kiddies,” but 
it worked out the other way around. The kiddies brought 
their parents. The promotion was so successful in increas- 


ing sales that it has been adopted as an annual event 
In addition to a greater volume of smaller sales, last year 
one $400 sale was directly traceable to the Santa Clay 
promotion. Throughout the year children, looking at the 
store’s window displays, can be heard saying, “Thi. . 
the store where Santa Claus comes.” 

“Promotion,” says Wolfson, “must be aimed at people’ 
emotions, and it must be complete, planned in advance 
from the basic idea to the finished product. Not on) 
must newspaper advertising be used but the window dis. 
play must be tied in and, sometimes, by direct mail adver. 
tising as well. Most important: each sales person must he 
fully informed of what is going on. Too many promo. 
tions fall flat because of lack of cooperation at point oj 
sale. We don’t stage a promotion and then expect the 
sales force to find out about it themselves. We tell ther, 
about it, suggest ways of making sales to visitors, and jy 
some cases give definite instructions on handling cy 
tomers. The important feature is that we must all wor} 
together as a team to make the promotion a success,” 

In addition to paid advertising space, Wolfson igs , 
strong adherent of free publicity. “But the newspapers 
are pretty cagey,” he admits, “and the old idea of a puf 
is practically impossible today. But with a little thought 
publicity can be secured.” 

A good example was furnished recently when one of 
the recurrent war scares was making newspaper head: 
lines. The store maintains buying offices in Antwerp and 
Paris, and Wolfson took the liberty of quoting his Ant. 
werp buyer who “travelled all over Europe and was 











Qhutstandin g is the word for this beautiful blue 
Aquamarine ring by Church. The stone, 
weighing more than 25 Carats, is mounted 

in a distinctive 14K yellow gold ring with 


contrasting palladium setting for extra richness. 


Others for your selection from 


$48.00 to $450.00 Keystone. 





MANUFACTURING JEWELERS 
2 Garden Street, 





Newark 5, N. J. 
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lly familiar with the situation” as saying that 
little possibility of war at that time. The local 
1 play to the story and Michaud’s 


persona 
there was 
newspaper gave a goo , 
‘ned both publicity and prestige. 

The store pushes jewelry and silverware and arranges 
displays to feature these items to best advantage. Mirrors 
and neon lights are liberally used so that the entire store 
‘nterior sparkles. The area occupied by the store is small 
hut all show cases and counters are movable so that 


ga 


occasional rearrangements give the establishment a fresh 
look at all times. On the second floor is located a com- 
plete manufacturing and repair department with two 
skilled craftsmen regularly employed. 

Although the store’s advertising borders on the sensa- 
tional, this is applicable mainly to the human appeal it 
uses and the layout of the copy. Wolfson avoids the use 
of comparative prices in the case of markdown sales or 
special events, stresses quality rather than price, and does 
not offer installment payments as a method of inducing 
patronage. Like in most stores, normal 30-60-90 day 
credit terms may be arranged, terms which Wolfson calls 
his S-P-A-C-E-D payment plan. 

“Perhaps if | had a larger store,” he says, “I might 
think differently but I believe that the jeweler with a 
smaller store has a definite advantage in that he gets to 
know his customers personally and can render more 
personalized service. And I can do things that would 
hardly be practicable in a large store. For example, see 
this box of Parking Pennies! Anyone can come in at 
any time and help himself to a few pennies to feed the 
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Displayed in your store, a Hers« 
merchandising. 






that follow your showin g of these chimin g masterpieces. 


parking meters outside the store. That’s a little service 
that customers appreciate. 

“I know most of my customers by their first names 
and most of them call me Ferd. I try to talk to them in 
my advertising just as I would talk to them face to face. 
Any smart salesman knows that it is the appeal to 
emotions that creates sales and so I follow that principal 
in my newspaper and direct mail ads. And it has paid 
off handsomely.” 


Spotlight on J ewelry 


(From page 76) 


commentator for the show. George Houston, president- 
elect of the Southern California Guild, was program 
chairman. 

Models were: Lisa Ferriday, featured in 20th Century 
Fox’s “The Big Fall”; Glory Smith of the same studio; 
Virginia Lee Randolph, featured in United Artist’s 
“Dead on Arrival’; Kristine Miller from MGM, and from 
the Ballet Theatre, Gloria Vauges, daughter of jewelry 
designer, Rene Vauges. 

Houses participating included Aelred’s-Paul Schoncite; 
Robert Anstead; Hans J. Bagge, George D. Davidson; 
Donavan & Seamans Co.; Gershgorn & Co.; B. D. Howes 
& Son: Kazanjian Bros.; Slaudt-Cannon Agency; Rene 
Vauges Co.; and I. Widess & Son. 

Plans are being made to make an annual event of the 
show, the first of its kind ever presented in Southern 
California. 
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Illustration is Model 
No. 276. Stands 76” 
high. Either West- 
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Whittington Chimes. 












Send for catalog 
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range of models. 





Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
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The Book Shell 


Electric Clock Servicing 


Modern Electric Clocks, by Stuart F. Philpott. Revised 
(Fourth) edition; published by Pitman Publishing Corpora- 
tion, New York, 1949. 228 pages; 169 illustrations. Sent 
postpaid in U.S.A. and Canada, for $4.50, by Book Depart- 
ment, Jewelers’ Circular-Keystone, 100 E. 42nd St., New 
York 17, N. Y. 

We first welcomed this compact little work in 1933 
when electric clocks were still a mystery to most people. 
Mr. Philpott was among the earlier of the writers to 
enlighten both members of the trade and the public with 
his clear, non-mathematical explanations of electric clocks 
and their wiring circuits. The electric clocks on the 
market at that time were of the synchronous-motor type 
driven by house-service current, which seemed destined 
to outsell spring and weight driven domestic clocks. An 
explanation was needed for this type rather than for the 
few special-purpose electric clocks that had been used 
here and there for many years. 


In his revised book, Mr. Philpott follows the swift 
evolution of electric clocks during the past fifteen years. 
Considerable space is devoted to English makes and sys- 
tems by this English writer, but much of this is funda- 
mental and enough of the text describes American clock- 
work to fit usefully into the needs of American readers. 
It should be emphasized that this work is principally 
descriptive of clock mehanisms and wiring circuits and 


is not meant to be a repair-work manual. With this in 
mind, we recommend the book as good study material 
for those who sell or service electric clocks. 





Two Books on Enamelling 


The Preparation of Precious and Other Metal Work {o, 
Enamelling by H. de Koningh; published by D. Van Nostrangq 
Co. Inc... New York. 76 pages, 4 full page plates; 20 illustra. 
tions in text. Sent postpaid, in U.S.A. and Canada, for $25) 
by Book Department, Jewelers’ Circular-Keystone, 100 East 
42nd Street, New York 17, New York. 


This 1949 edition of this little book on an exactino 
branch of work in the precious metals, should be shen 
a hearty welcome, it having been out of market for q 
time after the 1927 edition was sold out. The work is g 
sxood example of the effective preservation of an uncom. 
mon art by the art of the printer, and it is a shining 
example of packing a great deal of information into re. 
markably little page-space. The title is perhaps sufficient 
to indicate the contents of the book and we need only 
say that the text and illustrations are proof of the 
author’s mastery of his subject. He assumes that the 
reader has, in the first place, competent knowledge and 
skill in the everyday work of the jewelers’ craft, so the 
book is not an elementary workshop manual. But any 
good workman can go on from there and gain from it 
the full know-how, for making jewelry and other articles 
of gold, silver and platinum, fully ready for the applica- 
tion and firing of enamels of all kinds. The latter phase 
of enamelling is well explained in another book, chosen 
and translated by Mr. de Koningh as the best possible 
companion to his own work that is the subject of this 
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Your Masonic clientele will be thrilled with this practical : 


5 innovation . . . and you'll appreciate the resultant sales and f 
®| nN profits. These custom made heavy 14K gold rings are mounted i 
©| with Masonic emblems, illustrated above, enameled in color 
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rring to Louis-Elie Millenet’s Enamel- 
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revi our comments follow. 


ling on Metal, on which 


Enamelling a om > ~ sig ee een 
— eli in U.S.A. and Canada, for $2.50 by the 
plate Department, Jewelers’ Circular-Keystone, 100 East 42nd 
sme New York 17, New York. . | 
The translator of this work from the French, is H. de 

Koningh, author of the companion-piece “The Prepara- 

a) . : - 
tion of Precious and ( ther Metal W ork for Enamelling. 

In the introduction to this translation. Mr. de Koningh 

makes it clear that he considers M. Millenet the outstand- 

ing modern master of the ancient rare art of the enameler, 
so we may say that it is fortunate for any and all who 
are interested in the subject, that these two books are 
now obtainable, containing the instructions of two present- 
day masters, who in their turn are passing down to our 
veneration what in former times was very privileged or 
sseuel knowledge in the “art and mystery” of their craft. 

There are many books on enamel-work—mostly they deal 

with the purely artistic aspect—but in Mr. de Koningh’s 

hook and in his translation of M. Millenet’s work, prac- 
tical information is given on how to embody an artist’s 
conceptions in the decoration of jewelry and other articles 


of beauty and usefulness. 
Jewelry Sale Draws Crowds Despite Strikes 


One of a Thousand Bargains 
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A |2-page rotogravure insert (shown above) in the Pittsburgh Press 
publicizing the 44th anniversary sale at The Wilkens Company, 
jewelers, brought about an unprecedented response, although the 
promotion was started while the steel strike was still on. Only 
Bethlehem Steel signed a few days before and that had little bear- 
ing in the district served by Wilkens as may be seen in the photo- 
graph below, taken the day after the announcement of the sale. 


WILKENS 





FOR JANUARY, 1950 



































RACINE Presents The World’s 
Largest Selections of Fine 


TIMERS 


For Science * Industry * Sports 








Write for the Latest RACINE 
CATALOG Just Off Press 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACIVE & COMPANY 


Specialists in Fine Timers—Since 1890 
20 WEST 47th STREET, NEW YORK 19.N. Y. 
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Seeland Watches 
Community Plate 
1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 

Anchor Rogers Sterling 
Poole Silver Plate 
Phyllis Jewelry 
Forstner Jewelry 
American Queen 

S. 0. Bigney Co. 
Bliss Bros. 

Bughee & Niles Co. 
Campus Men’s Jewelry 
Carl-Art, Inc. 

Carmen Bracelets 
Dorson Jewelry 

Deltah Pearls 

Excell Mfg. Co. 
Finberg Mfg. Co. 

W. E. Hayward Co. 
lrons & Russell Co. 
Iskin Jewelry 
Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 
Laguna Pearls 
Marathon Co. 

Marvella Pearls 
Shiman Mfg., Co., Inc. 








AUTOMATIC 
POP-UP 
TOASTER 


FAMOUS LINES 


R. F. Simmons Co. 

Speidel Corp. 

Louis Stern Co. 

Van Dell Jewelry 

Herschede Hall Clocks 
Ingersoll Clocks & Watches 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hail and Chime Clocks 
Seth Thomas Clocks 
Telechron Electric Clocks 
Westclox Clocks & Watches 
Ronson Lighters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Ekco Pressure Cookers 
Waterman Pens 

Schick Shaver 

Sunbeam Products 
Toastmaster Products 

Waring Products 

Artic Aire Fans 

Polar Cub Fans 

Terry Wallets 

Rival Appliances 

Rolls Razors 

Flint Carving Sets 

Carvel Hall Carving Sets 


@ FINE JEWELRY e@ DIAMONDS 
@ TOILET WARE 


A COMPLETE LINE OF FINE STONE RINGS 


Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 
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Cost of Cutting Prices 


(From page 96) 


The cost of material remains the same, and his Cost of 
doing business has not been reduced, but $5.00 of Gy. 
Margin has been sacrificed and the only way to regoy, 
this is through increasing the volume. 


WHAT HAPPENS WHEN THE PRICE IS CUT? 


To regain the $5.00 gross margin sacrificed on th, 
original sale, 25 per cent additional business mug }, 
obtained. which, in this particular case amounts to $23.7; 
How many executives realize when they cut a price 5 per 
cent that it is necessary to obtain a 25 per cent increay 
in volume to offset that cut? | 

Is it possible to obtain this 25 per cent increase, in th. 
average competitive business? In most cases experieno, 
has indicated that this is impossible. Assuming, howeye, 
that there is a possibility, it means that 25 per cent mor 
merchandise must be handled in and out of the plant o 
store. Can this be done without affecting present costs’ 

It also means a 25 per cent increase in the accouni 
receivable, together with the consequent risk of bad x. 
counts and increased collection costs. 


Ta ee 


—— 


WHAT HAPPENS WHEN SPECIAL CUTS ARE MADE? 


Suppose that when he endeavors to get added volume, 
he finds competition keener, with the result that it i 
necessary to cut not 5 per cent but 10 per cent from th 
original price in order to secure the business. The sak 
would then appear as follows: 





Sales Price ............... _. .$ 90.00 
Cost of Goods Sold 75.00 
Gross Margin _.$ 15.00 


If the merchant or his sales manager who yields to: 
10 per cent cut, desires to recoup his gross margin on the 
basis of larger volume, it will then be necessary for hin 
to obtain $60.00 additional business or approximately 
66 2/3 per cent on this lower sales price. 


WHAT DOES A 15 PER CENT CUT MEAN? 


The writer recently had a very heated discussion with 
a sales manager who proposed to take a 10 per cent cul 
in order to secure a certain order, on which, incidentally, 
he had nothing to gain except the gross margin on thal 
particular sale. During this discussion it soon developed 
that this sales manager did not realize that to secure the 
same number of dollars of gross margin on a Lo per cell 
reduction, it would be necessary for him to increase his 
sales 150 per cent. Needless to say, the proposed 19 pe 
cent reduction was not offered to the buyer. If it hai 
been offered, the sale would have appeared as follows: 





Sales Price ........... $ 85.00 
Cost of Goods Sold 75.00 
Gross Margin _.$ 10.00 


The following 
suasion: 
$85.00 «* 2.5 — $212.50 or the new sales volume 
$75.00 * 2.5 = $187.50 cost of Sales 


simple arithmetic was sufficient pe 





$ 25.00 Gross Margin 
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These figures clearly illustrate how much peril there is 
es s . me sane 

. the “big volume, quick turnover idea,” and how much 
re done when price cutting becomes the vogue. 


damage 1S ng — co 
Before the selling price Is reduced to stimulate busi 


it should be determined how much the volume will 
ness, It sno® ” Divan 
have to be increased in order to make the same margin 
. dollars. Consider a 33 1/3 per cent mark-up on cost, 
n S. 
: 25 per cent on sales. which was the basis used for this 
or 


example. ao - : 
50% Cut means 25% more volume is required 
/ 


10% Cut means 66 2/37% more volume is required 
121% Cut means 100% more volume is required 
15% Cut means 150% more volume is required 

This should be a lesson for those who are anxious to 

set volume via the price-cutting route. 

” The question of operating cost has not been considered 

‘1 this discussion, because it must be obvious to everyone 

that any material increase in volume must have a con- 


sequent effect upon handling and delivering expenses, and 


Glass Models 


(From page 100) 


into it. The large-scale cutting models tell him the story 
as nothing else short of a day in a cutting plant could do. 


BRING CUSTOMER INTO THE SALES STORY 


“Action selling’’—that is, getting the customer to take 
part in the sales story—is not entirely new. Oldtime 
automobile dealers taught their prospective customers 
how to drive a horseless carriage in their efforts to make 
a sale. But in recent years this “action selling” has 
grown into a carefully calculated merchandising method. 
Insurance agents get their prospects to chart their own 
futures on a mechanical graph device; food companies 
get customers to use their products in audience-participa- 
tion cooking classes; manufacturers of model electric 
trains install displays and invite small boys and their 
dads to take a hand at the controls. The principle, “Get 








while the so-called overhead may not be proportionately 
affected, nevertheless, the selling and administrative ex- 
penses will increase materially. 


the customer to take part,” has created a profitable sales 
technique. 





DISPLAY APPEAL TO CURIOSITY 

The American consumer is science-minded, technically 
minded, and growing more so. He crowds the sidewalk 
of Fifth Avenue in front of a window showing the tools 
and equipment of diamond cutting. He crowds into 
jewelry stores where a diamond cutter puts on a demon- 


Merchants of Piqua, Ohio, members of the Piqua Busi- 
ness Association, all bought two inch advertisements on 
a special page during a recent sale promotion and this 
gave people of Piqua 72 sales specials to choose from in 
addition to other items in separate advertisements. The 
uniformity in size of these special ads centered attention 
on the bargains advertised. 


hatin Oacelels cs 2 


stration. 
The cutting models make the same sort of appeal. They 
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alel-}4-4 ay Wan, 4@1@) 0) T. J. TRACY 
649 So. Olive St. 55 E.Washington St. 2817 Stanford St. 
Chicago, Ill. Dallas 5, Texas 
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665 Fifth Ave. 
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Joseph Schuster 
Tnnporton of Proeious Stree 


10 WEST 47**" ST., NEW YORK, N.Y. 


RUBIES SAPPHIRES EMERALDS 











SINCE 1901 





STONE HEADQUARTERS 


Our large stock of precious, 
semi-precious and synthetic 
stones is always priced at the 
market. 


S. NATHAN & CO., INC. 


550 Fifth Ave. New York 19, N.Y. 


420 Market Street San Francisco |1, Cal. 








are large enough so that the whole group in a Window 
is an eye-catcher. A glance is enough to show that jt is 
a question-answering type of display, and that js What 
stops traffic on the street and builds traffic in the stop, 

The cutting models thus serve a double purpose, They 
give you the sort of window that invites questions anj 
inquiries in addition to being a permanent selling tog) 

They fill a third need for the many jewelers who mak. 
a practice of giving talks before school and club groups, 
As illustrative material, they help a speaker to present 
the diamond story with a new clarity. 

The set shown here may be obtained from The 
Diamond Promotion Department, The Reuben H. Don. 
nelley Corporation, 305 East 45th Street, New York 17 
N. Y. Price $60.00. | 


— 


Teen-Age Items Pay Off in Future Sale 


Today’s teen-agers are tomorrow's adult jewelry cys. 
tomers. That’s how E. H. Bass of the Bass Jewelers 
Store of Rocky Ford, Colo., feels, and it’s why Rocky 
Ford teen-agers are welcomed and encouraged to drop in 
at Bass’s during lunch hour or after school. 

To meet the needs of teen-agers and to keep them con- 
ing in, Bass carries a complete stock of inexpensive cos. 
tume jewelry of the type usually sold in department 
stores. New items are constantly added to maintain 
interest. 





Tom Baker of the Bass Jewelry Store, Rocky Ford, Colorado, shows 
teen-ager Jeanne Salen some of the latest bracelets in costume 
jewelry department. 


Rocky Ford (population 5000) does not have a large 
department store, and Bass sees no good reason why 
Rocky Ford residents should have to go to cities like 
Pueblo or Denver to buy costume jewelry. 

A special counter near the entrance is used for costume 
jewelry display. High school girls are treated as courte- 
ously as adult patrons, and Bass has found that it pays off! 

Several teen-age girls, who started coming to Bass’s 
to look at the newest necklaces, bracelets or scatter pins, 
became interested in sterling silver displays, learned about 
the store’s silver club plan and are now club members. 

Numerous others, Bass can’t estimate how many, have 
brought their parents or boy friends in when it came time 
to purchase graduation watches or engagement rings. 

And all the while Bass is making a nice profit on the 
costume jewelry department! 
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Radio Quiz 


(From page 106) 

several offices in the rear sectioned off from the retail 
a 00 entering the store, the customer finds that at 
his right is a long line of display counters. The first one 
holds fine costume jewelry. In the cupboard along the 
wall right behind the floor lineup is clocks. Eldred had 
a special reason for putting clocks first. He grins when 
he explains it. 

“T wanted people to know as soon as they stepped 
foot in this store that it was a jewelry store. Why? 
‘Couldn’t they see that from the outside,’ you ask? Well, 
ves, and no. We are on a very busy business corner 
here and many people walk into a store without paying 
too much attention to the front. And we have a large 
drugstore across the street. It was a standing gag with 
our staff that many people used to come in, look around, 
and then stare blankly while they lamely remarked, 
‘Oh, isn’t this a drugstore?’ We had to tell them, no, 
they had made a mistake, that the drug store was across 
the street. 

“So that’s the reason I put the clocks in the first wall 
section. You always associate clocks with a jewelry store, 
so this helps identify our place for the people who wander 
in while they’re looking for that nearby drugstore!” 

The second floor counter holds wrist watches while 
the wall case behind it holds more costume jewelry and 
boxes of pearls. The third counter is devoted to rings. 


This case is lower than the others, and it has chairs 
drawn up to it so that customers can be comfortably 
seated while they fit them on. The wall case beyond 
this has picture frames, lockets, and gold and silver 
evening bags. 

Earrings are in the next counter. Then in the case 
which stands at right angles to the aforementioned lineup 
there is a whole display of watchbands, a good seller 
in this store. The watch repairing section is behind this 
watchband case. 

In the opposite corner of the room is the rear gift 
nook. This holds a high cabinet of four shelves with all 
the gift merchandise shown thereon illuminated by the 
fluorescent lighting fixtures which run under the top 
shelf. Doors in the base of this fixture hide extra storage 
space for more of these items. 

Toward the front of the store is a counter of leather 
goods and jewelry for men. One last case closest to the 
door holds pen and pencil sets. All of these cases run 
along three walls of the store, and they are able to show 
a lot of merchandise. But there is still the center of the 
store—and this, too, is used! 

Here the Jensens have what they call their “Gift Row.” 
It is a lineup of gift display stands. Three of these blonde 
wood fixtures have three levels with the base being used 
for storage. Thus the sales staff can quickly replenish 
the stock as it is sold from the shelves. 

“We installed this gift section to increase our store 
trafic,” Eldred remarks. “During the war, as every 
jeweler knows, it was very hard to get merchandise. So 
we stocked minor gift items. Then we found them such 
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RING CREATIONS 


THESE HANDSOME STYLINGS 
ARE SURE-FIRE SELLERS 


560 — 540R 


Available with Ruby or 
Sapphire encrusted or 
white or yellow gold 
emblem applied on sun- 
burst background. Can 
be made for any Fra- 
ternal Order. 


560 


540R 


ORDER THROUGH 
YOUR WHOLESALER. 


71 NASSAU ST., 
NEW YORK 7, N. Y. 
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LAIGLON BRACELETS 


Look Better... 
Wear Better... 


L’Aiglon watchbands are first in appearance 
with lasting beauty, outstanding quality and 
perfect fit. 


Created in yellow, pink or white gold with 
stainless steel back in 1/20 12K gold fille:i. 
Also available in stainless steel front an: 


back. 


Sold Through Wholesalers Only 


L & B JEWELRY MFG. CO. 


Makers of Watch Bracelets for 25 years 
36 Garnet Street Providence, Rhode Island 


Representatives in 


NEW YORK CHICAGO LOS ANGELES 
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LOOSE PEARLS 
Your best value in any price category! 
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good sellers that we kept it up. Now this is a Major 
drawing card with us. People who may have the uro¢ 
to look over good jewelry but who would hesitate “ 
just walk into a store when they feel they can’t afforg 
to buy anything now figure they have an excuse. The, 
can come in ostensibly to look over the gift items hy 
while they’re here, they can look around at our other 
stuff. Many of our big jewelry sales come that way! 

“This is a great neighborhood for buying gifts anyway. 
for most south-side families are big, and so everybody js 
related to everybody else. When a wedding or a birth. 
day or a new baby comes along, there’s a grand rysh 
for gifts. So why not encourage that rush into oy 
store? 

“That’s just what we do try to do via our advertising. 
We put ads in the South Side Times, a little newspaper 
with about 55.000 subscribers. We prefer that to the 
city’s leading newspapers because we know the south. 
siders all read it. 

“Our billboards are spotted throughout the south side 
where our customers will see it. We send out catalogs 
at gift-giving seasons and once a month, we send out 
little one-page leaflets from our optical department called 
‘Efficient Seeing.’ This gives eyesight facts and serves 
to remind our customers about this service of ours.” 


Put Human Interest in Displays 


‘The jeweler who handles crystal and china as well as 
silver,” said Jerome Margolis, head of the jewelry firm of 
that name in Portland, Ore., “should feature them alto. 
gether. Patrons of refinement and good taste are becom- 
ing aware of the fact that all three should be harmonious 
and that choosing all three at the same time assures this. 
Young people, and others not so young, purchasing a 
starter set of silver, crystal and china are sure to gradually 
fill out and expand all of them into a full fledged dinner 
set. Another advantage of showing all of them together is 
that housewives contemplating the purchasing of any one 
of the three sets, by observing the table combinations in 
the store or the window and picking out the china or 
crystal which most nearly resembles her own, can select 
appropriate matching lines.” 

Making displays interesting has much to do with draw- 
ing attention to them and two recently installed windows 
halted the majority of passersby. The first showed a 
one-place setting for dinner, with coffee in the cup, dessert 
on a dessert plate, water and cherryade in glasses, and 
an ash tray with a half burned cigarette. There was also 
a silver, bud vase holding several rosebuds, a silver 
candlestick with a cherry hued taper, and a silver creamer 
and sugar on a separate tray. A card on the wall was 
lettered “Soft lights and sweet music—Carrousel china 
for cool summer dining, complemented by crystal in the 
Mary pattern.” Another card advised “French Limoges 
china, 16-piece starter set, $56.00; 40-piece service for 
eight, $143.00.” The second window showed a breakfast 
set on a big tray, which included a glass of water, eggs 
in an egg cup, coffee in a cup, and toast on a plate. A 
card on the wall said “Morning at seven, the hillside dew 
pearled, breakfast served on Chippendale china spiced 
with Queen’s Lace in sterling makes a perfect start for any 
day.” Another card advised “Rosenthal Chippendale, 
16-piece starter set, $32.65. 
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Scholarship Awards 


(From page 94) 


the awards is accumulative—the esteem and dignity sur- 
-ounding it has been built up over the years to make it 
the most coveted honor in the local school system.” 

A need for larger quarters and parking facilities 

rompted the company to shift to its present location at 
916 North Hudson in an outlying location. Undergoing 
, complete redecoration, the new quarters are an appeal- 
ing melange of dark green walls, yellow drapes, copper 
window boxes and leatherette seating facilities. The 
volume of business is high, the overhead lower, as a 
result of the move to the suburban spot. 

The company’s reputation for honesty in appraisals and 
consultations with customers: who bring in jewelry for 
refinishing is well-earned. 

“If we think a contemplated repair, or overhaul job is 
impractical, we never hesitate to tell a patron,” says Kerr. 
“If we decide she is not justified in going to the expense 
to gold plate a brass necklace, we tell her so. But if she 
still wants it done, we do it, and then later on, if the plat- 
ing wears Off, she recalls our advice and remains our 
friend. 

“If a customer brings in an imitation stone and asks 
us to mount it, we attempt always to discover the back- 
ground of the stone—whether she found it, bought it, or 
whether it belonged to a cherished aunt. If it has neither 
sentimental nor intrinsic value, we candidly discourage 
the customer in her decision to have it mounted, or recom- 


mend the most inexpensive mounting possible. On the 
other hand, if the ring has sentimental value, we suggest 
something more expensive and nicer than the stone ac- 
tually warrants.” 

Conducting free, relentlessly honest appraisals has 
made friends who wouldn’t consider buying new jewelry, 
or restoring antique pieces, without first seeking our 
counsel. We may lose a job by the sincerity of the service, 


-but we are secure in the belief that we are according 


people the kind of treatment we would expect if the 
situation were reversed.” 

Supplying frank, honest opinions in appraising indi- 
vidual jewelry restoration jobs has, indirectly, created 
business for the shop’s major activity—manufacturing 
rings and pins for schools and various organizations. The 
lodge president who has a pin refinished in Midwest's 
shop recalls the honest, frank attention accorded her and 
orders pins for her lodge from the company. A young 
matron who has a bracelet renovated is so pleased with 
the service and the workmanship that when her club 
votes to have pins made, she suggests that they place the 
order with the Midwest Jewelry Company. 

“Which explains why,” B. F. Kerr says, “we depend on 
our customers for most of our advertising. It is the most 
effective and cheapest of all media.” 


One store in Connecticut offers high school students a 
chance to do extra selling in the store on sale days. The 
students report on activities to their high school class in 
retail selling. 
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After 30 years Downtown, we 
are pleased to announce our 


New location Uptown at - - - 


31 West 47th Street 
New York 19, N. Y. 


WILLIAM NELKIN & Co. 


| Tel. JUdson 6- 3852 
3853 





aa. 


51 








FOR JANUARY, 1950 


129 








Remodeling Check List 


A New Stock of a 


This check list will provide for a fairly compleie jp. 
spection of store facilities: the detail shown under each 
heading may suggest flaws that might otherwise be over. 


Cultured Pearls — 
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looked. Since few merchants. however, are sufficiently 


Attractive, Fast - Selling well informed on matters relating to equipment and 


G U A R D R N G S | alterations, and therefore not in a position to plan and 
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architectural scheme of your shopping area. Therefore. Westminster Chimes, the dis- 
here are some of the points to watch: tinction of design, the exact 
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AND SHOWROOM: 
37 West 47th St. 








a 











2. Inspect your shop critically from top to bottom, list- CHICAGO 
ing the jobs that should be done and the fixtures and SHOWROOM: 
equipment which will be needed with cost estimates. —_ — 

3. There may be features of the building or the store 
space which need attention, but which are not covered The 8-937 a highly popular design, with West- 
elsewhere. Add these to the list. | minster Chimes, retails for $48, plus tox. 
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NEW CHARM DISPLAY 


by 
Disher 


Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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4. For a complete modernization job, the appearance 
conduct and performance of your store staff should be 
included in the examination. In many lines, merchap. 
dise, properly displayed, is its own best salesman 
For your convenience, the Marketing Division’s check 

chart is illustrated here. Use these or write the Depart. 

ment of Commerce for copies. Upon completion of your 
project, you may be certain no stone has been left yp. 
turned. 


Take the Guess Out of Advertising 


Many jewelers fail to take advantage of a systematic 
plan to help them make out annual advertising budgets 

Naturally, when a jeweler sits down and makes out his 
advertising budget for the year, he wants to spend his 
advertising dollar in the media—newspaper, radio, direet 
mail, ete.—which will do him the most good. 





Sad to say, however, too many jewelers—otherwise 
wide-awake and alert businessmen—shoot in the dark 
when it comes to advertising. They have no plan. They 
do not attempt to work out a systematic, workable, busi. 
ness-producing advertising budget. 

National concerns which spend millions of dollars each 
year in advertising, take no chances. They send out 
crews of pollsters to check on the effectiveness of their 
advertising, or they hire special firms to check their ad. 
vertisements’ drawing power. 


Naturally, a small jeweler can’t do this. But he can 
accomplish the same thing in a different—and a far easier 
and inexpensive way. He can check his present cus. 
tomers and sales. 


For a few weeks during the year, why not conduct your 
own advertising efficiency program right in your own 
store? 

Ask each customer—in a friendly way, of course, just 
how he or she happened to enter the store and make a 
purchase. 


Or, better yet, prepare some printed or mimeographed 
cards, and hand to the customer, explaining, of course, 
that your firm is trying to check the efficiency of its 
advertising. You'll find that most customers will be eager 
lt. cooperate. 


The card could read something like this: 

] made a purchase at the . | 7 jewelry 
store because I noticed: 

Newspaper advertising ( ). 

A radio program (_ ). 

Noticed the display window (_ ). 
Recommended by friend (_ ). 

Saw a sign on highway (_ ). 

Received direct mail ad ( ). 

Looked in phone book or city directory (_ ). 
Saw business card (_ ). 

Saw neon sign in front ( ). 

Received telephone call from store (_ ). 


You can probably think of more advertising mediums 
that you have been using. Check each one. 

If you spot check your customers over a long period, 
say several weeks, and then compile the results, you'll get 
a fair idea where to spend those hard-earned advertising 
dollars to the best advantage. 
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Gemstone Display 


(From page 98) 


d adult lapidary classes. Thus, the exhibit 


children an ; 
terest in gems among a larger num- 


epeates a greater in 
> 

ber of persons. | | 

Last Spring five full day classes came with their teach- 


ers to the exhibit on regular school time. Another time. 
Mrs. Ware held a special evening exhibit for an adult 
lapidary class. | — 

What are the effects of this dramatization? 

When today’s students become tomorrow’s customers, 
they are likely to think first of J. W. Ware, where they 
had seen the fine collection of precious and semi-precious 
gem stones. Thus, Mrs. Ware is building future business 
with her dramatization. 

“The exhibit is a definite help to current business too,” 
savs Mrs. Ware. 

The gemstone exhibit is the perfect vehicle for mailing 
personal invitations to several thousand J. W. Ware cus- 
tomers. This past Spring 8000 invitations were mailed 
to as many San Diegoans! 

“Not only does the exhibit give the public a deeper 
appreciation of the value and beauty of gems,” says Mrs. 
Ware, “but visitors display a keen interest in my lab- 
oratory where I have scientific instruments for identify- 
ing gem stones.” 

“Last Spring’s exhibit, scheduled originally from April 
20 to April 30, had to be extended to three weeks! 


“Every day during the gemstone exhibit from 11 in 
the morning to 4 p. m. we had between 10 and 15 persons 
constantly at the counters,’ Mrs. Ware reported. 

One-half of the entire store was devoted entirely to 
varieties of gemstones displayed in “family or species” 
groups. Some of the unusual stones included a rare pear- 
shaped deep blue precious topaz weighing 17 karats, and 
a star chrysoberyl, another collector’s item. 

The important thing was the fact that the people came 
to J. W. Ware. and the name was implanted in their 
minds. 

In conducting these exhibits, Mrs. Ware is carrying on 
an activity started by her husband, but with one major 
difference. In the past the exhibit was shown only at 
expositions, county fairs and other general gatherings 
which attracted large groups of persons. But at these ex- 
hibitions J. W. Ware had to compete with countless other 
exhibits. #; 3 

Three years ago, Mrs. Ware decided to confine the 
yromotion to the store. This method of exhibition of 
the store’s fine collection of gemstones helps visitors to 
identify the store with the precious and semi-precious 
gems. This method gives the store greater carry-over ad- 
vertising value than under the former method. 

This year the exhibit occupied the entire south side 
of the store. Seven showcases and one large wall case held 
the collection. One of the store’s two display cases also 
was devoted to the exhibit. 

As a follow up of the big promotion, the store has a 
year-round display of gems in the store. It also dis- 
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Unitrep States Letters Patents* Have Been Issuep 


on our improved 


NIASH WING BACK 








PRICES 
14K YELLOW GOLD 14K WHITE GOLD 
1 PAIR 4.95 pr. 5.75 pr. 
12 PAIRS 4.70 pr. 5.50 pr. 
GROSS 4.50 pr. 5.25 pr. 


Also Available in Other Metals 


“U.S. Patent Design 155,535 
U.S. Patent Construction 2,472,958 


NIASH REFINING COMPANY 
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RESPECT FOR OUR PATENT RIGHTS APPRECIATED 


116 Nassau St. 





clicks opening 
clicks closing 






*Each Genuine Niash Wing Back 
Stamped with our Patent No. 2,472,958 
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tributes pamphlets on interesting facts concerning gem 
stones, particularly on the gem stones of San Diego 
County. 

In addition, Mrs. Ware and Miss Maxine O. Scott, 
saleswoman and registered jeweler, also give lectures 
before school, Parent Teacher, sorority, service and other 
clubs and civic groups. 

In a sense, Mrs. Ware and her sales staff carry on a 
year-round promotion. But the big annual exhibit is the 
climax, the dramatization of the entire store. 

The J. W. Ware store was started in San Diego in 1910, 
and has been in its present Sixth Avenue location since 
1913. 

And one of the main reasons for its continued growth 
and importance in the jewelry industry in Southern 
California is this: 

It practices what, for its store, is the best “dramatiza- 
tion of merchandise to galvanize the personnel of the 
store into fresh activity and to make the public conscious 
of some new development.” 

That’s what makes J. W. Ware a living, growing or- 
ganization in San Diego. 





One merchants’ group stages a special Pet Parade each 
year in August and the event goes over with a bang, with 
hundreds of children entering their pets in the parade. 
Pets vary from goldfish to horses and cows. Merchants 
offered a variety of prizes which included candy bars and 
even suits of clothes. Each child received free candy and 
ice cream. 


“Two for One” Offer Brings Extra Sales 


Utilizing a “two for one” offer to move novelty com. 
pacts brought a considerable increase in sales jn this 
field to Goldman Bros. Jewelry Co., Kansas City, Mo, 

Dick Goldman, of the store management, experimented 
with the idea originally several months ago, and was 
surprised to find that a “two for one” offer sold compacts 
far more swiftly than mark-down prices or special 
features on single compacts. Ever since, a mahogany, 
black-glass topped table in the center aisle of the store 
now frequenty offers “Special—Compacts $1.09 or two 
for $2.00.” 

“Apparently women like to buy two compacts at g 
time,” Mr. Goldman said. “For we have found far more 
women buying on impulse for their own use, than when 
similar displays of compacts priced for individual sale 
were used. Why this is so, is difficult to tell—unless it js 
that the average woman customer usually finds more than 
one compact which she admires, while looking over a 
large mass display, and regretfully has to decide on one.” 

Still another psychological factor in offering the “two 
for one” compacts, is the fact that many men buy two for 
gifts for two women simutaneously, Goldman’s believes, 
“For example, many fathers buy two for presentation to 
two daughters, or two nieces,” Mr. Goldman stated, 
“which does away with any rivalry or jealousy. Like. 
wise, mothers frequently buy identical compacts for them. 
selves and for their daughters. At any rate, the two-for- 
one offer has proved far better merchandising than single 


compact offers of any type.” 








OUR COMPANY 


NEEDS NO INTRODUCTION 





W. are looking for two men to cover Southern territory. One man 
to cover the Eastern Coast, and one to cover Tennessee, Louisiana 


and Texas. 


Our line contains merchandising and advertising ideas that are featured 
by leading jewelers to help them create diamond business. 


Give full particulars as to age, past associations and references. 


All applications will be held in strict confidence. 








216 East 45th Street 
New York 17, N. Y. 
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Jos. B. Bechtel & Co., Inc., has 
New BULOVA 


HAND CABINETS 





CONTENTS 
55 assorted pairs — hour and 
minute hands 
50 assorted second hands Value of hands $36.75. 
5 assorted sweep second hands Special only $18.75 for complete unit! 








Order Yours Today! 


~ Joseph B. Bechtel & Co., Inc. 


Wholesale Distributor 


| 729 Sansom Street Philadelphia 6, Pa. 
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JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Cameos, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full porticulars 


CHINESE JADE CORP. 





mm East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514 et 








Sell School Rings 
and Class Pins! 


Develop the scholastic trade 
in your vicinity by featuring 
our complete line of gram- 
mar school and high school 
jewelry. These customers are 
your future potential buyers 
of watches and diamond rings. 








Send for our catalog. Samples sent on memo 
METAL ARTS CO., Inc. 
Dept. 40 Rochester, N. Y. 





























Season # 
Greetings 





to our many friends who made 1949 
a happy, busy year for us. 
You have our complete cooperation 
in making 1950 a 
HAPPY GIFT YEAR for you 
with 
The Gift Line Supreme 
HENRY SOCHARD “Sinucis Clocks Since 1912. 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 
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or HOW TO BEAT A SEASONAL SLUMP 


A case history of Landers, Frary & Clark from Holiday’s files: 
ELECTRIC COFFEE MAKER SALES 
-_- {Sovrce: Bectricel 

















Me s et xs ny, : 3 


. ie Pres 
0 Bp eet 





























ist ano sro atH 
Quanrer QUARTER GUARTER QUARTER 














I. It all started March 2, 1949. Adman Gilbert Goold (of | 2¢ Theproblem?Tobeatthesummerslump 3+ March 17, Philadelphia. This display, setting the 


Goold & Tierney) and Holiday’s Bill Swartz met with in electric coffeemaker sales, Bill Swartz Coffeematic theme of iced coffee for summer enter- 
Landers, Frary & Clark’s W. J. Cashman. suggested, ‘‘Why not use Holiday?” taining, is okayed. Is to be advertised only in Holiday. 





x ny Denn 
aaneonnne 
SMAPS 5, 


9 AA AN 


3 ee, 
(OM 
SOTA 





4. May 27, New Britain. S. Fisher and R. M. Oliver, L.F.C.’s Sales Manager 5. June 2, New Britain. L.F.C.’s Stanley Fisher kicks off a series of nation- 


and General Merchandising Manager, Electrical Housewares Division, check wide sales meetings before a group of District Managers and wholesalers. All 
Holiday-suggested brochures to be sent department stores and other outlets. see the power of Holiday’s massive class market and merchandising appeal. 


HOLIDAY SELLS THE IDEA 
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6. June 10, Boston. Typical of what happened all over, Jordan Marsh’s 7~ June 14, New Britain. Reports showed stores’ reception of promotion far 
housewares buyer J. F. Donahue (center), and Flaherty and Gross of Graybar exceeded expectations. W. J. Cashman phones Holiday he just doubled his 
Electric (distributors) plan for a demonstrator to serve iced coffee to customers display order, an increase of from 250 to 500. Wholesalers and jobbers report 
in the housewares department. greatly increased demand. 
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8. June 15. Western Union gets into the act. Its messengers deliver 15,000 9. June 15. The July issue of Holiday —containing the Coffeematic ad—hits 


brochures to dealers. Sales Management runs an article describing the promo- the stands and the promotion is officially under way. Holiday’s more than 
tion. A two-page spread in Electrical Merchandiving tells the trade what L.F.C. 830,000 class families, its millions of readers, form the bull’s-eye target of 
have on the fire. this sales effort. 


Me a 
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10. July, Philadelphia. Mrs. Veith serves iced coffee to customers at Wana- I. August 30, New Britain. The problem is solved. Cashman, Goold and 
maker's. In 500 stores from coast to coast, displays and demonstrations Swartz check the phenomenal results of Holiday’s Coffeematic promotion. 
remind customers of the percolator they saw “‘advertised in Holiday.’’ And What to do: Fill up the Coffeematic, plug it in, and drink a toast to the coflee- 
cash registers rang up sale after sale. pot that perked all summer. 


This story is typical of what happens to so many of 
the companies that advertise in Holiday. 

They first use Holiday for a special product or a 
seasonal promotion. Then they discover the respon- 
siveness of its massive class market, and there’s no 
holding them. They phone us. They write us. They 
expand their schedules. And that’s why Holiday’s 
advertising has increased by leaps and bounds. 

Perhaps you’ve already found out what Holiday 
advertising can do for you. If not, and if you'd like 


12. November 16. The December Holiday is out. On page 82 you will find a more information, drop a line to Holiday, Independence 
Cookamatic ad. So successful was the Coffeematic promotion, L. F. C. spread ‘ -_ -— oo 
Square, Philadelphia 5, Pennsylvania. 


their use of Holiday to other products — proof of Holiday advertising results. 
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Croup Talks on Silver 


Widen Customer Circle for Community Store 


Informal talks on the history and care of silver by Helen Taylor 


interest women’s clubs and other groups and result in a greater 


volume of sales and repairs for The Cellini Shop at Evanston, III. 





Miss Helen Taylor answers questions after her talk to a woman's club. 


— talks on the subject of silver, 
given by a member of the store staff before various types 
of women’s groups have proved an excellent prestige 
builder in the community and invaluable as word of 
mouth advertising for the Cellini Shop, Jewelers and 
Silversmiths, of Evanston, III. 

The talks are given by Miss Helen Taylor, of the Cellini 
Shop’s promotion department, and are called “The His- 
tory and Lore of Silver.” In the two years that the shop 
has made the talks available it has never had to solicit 
an opportunity to give them, for a member of one group 
tells a friend who is a member of another group, etc. 
Moreover, there is invariably a notice of the program in 
the local paper—put in by the club—which is seen by the 
program chairmen of other clubs and which always re- 
sults in several new engagements. Incidentally, This 
notice in the paper also adds to the prestige of the shop 
in the minds of all who read it. 

The Cellini Shop has found that it has made many 
new friends and customers traced directly to these talks. 
Because the store has a reputation as a “quality” or high 
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by HELEN G. TAYLOR 


class shop, some people have hesitated to come in, fearing 
that the merchandise and the atmosphere were beyond 
them. The friendly feeling engendered by these talks has 
broken down this hesitancy. Also, results have proved 
the old adage that the more a person knows about some- 
thing, the greater his interest in it. The arousing of an 
active interest in, and curiosity concerning, silver—in 
many cases simply lying dormant—creates the desire to 
see and to own some. 

The talk, with the question period that follows, lasts 
about an hour and is definitely not technical nor high- 
brow, but contains more of a human interest and, in- 
directly, an educational, flavor. It could be prepared by 
anyone who has lived with silver and who has sufficient 
interest in it to find out certain things about it. When 
Miss Taylor was asked how she decided just what to 
tell her audience, she said, “I wanted to talk about the 
things that I had found fascinating, myself, and to give 

(Please turn to page 146) 
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Women are excited about 


~NEW ELEGANC 


the newest pattern 
in Gorham Silverplate 























ntroduced only a short time 
ago, New Elegance is already a 
favorite among all silverplate 
patterns. A favorite for its beauty ... for 
its grace ... and for a quality of 
workmanship which has caused more 
than one customer to say, “This really is New 
Elegance in silverplate!” 
And if you handle this newest pattern in Gorham 


Silverplate, you know by now this fact: to 


show New Elegance is to sell it! 


If it’s 





Reg. U. S. PAT. OFF. 








FOR JANUARY, 1950 139 








Merehant-Sehool Coordination 





Sets Up Source for Competent Sales Help 


Cooperation between high school and local business firms provides jeweler 


with apt beginners for nucleus of a trained and competent selling staff. 





e< 
t WANT to learn jewelry store work.” 

The speaker, Edwina Duvall, was a vivacious black- 
haired senior in Pasadena, Texas, senior high school. The 
want was expressed the first time a class of 30 students 
in distributive education met in the fall of 1948. 

Herman Garrett, teacher-coordinator of distributive 
education, was listening to numerous wants that day. 
Edwina was the only student who wanted to learn the 
jewelry business. The other 29 had wants ranging all the 
way from mortuaries to machine shops, department stores 
and bakery work. 

The general idea of the distributive education course, 
which was open to both junior and senior students, was 
that the “book learning” side of business would be taught 
in the class room. This would be supplemented by prac- 
tical experience in some line of business or some skilled 
trade. 

Professor Garrett was soon in conversation with A. L. 
Levine, owner-manager of Michael’s Credit Jewelers, 
110 S. Munger St. Levine was willing to be open minded, 
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by W. R. HUNT 


At first, Edwina Duvall was only a 
part-time worker at Michael's, in 
Pasadena, Calif., but proved to be 
such an apt pupil of jewelry mer- 
chandising that she was offered a full 
time position upon her graduation. 





but he wanted to be shown. “How do I| know it is not 
just a passing whim of a high school girl, who thinks it 
would be ‘romantic’ to work where gold and silver is 
sold?” 

‘“‘We give scientific tests which show interest and apti- 
tude,” Garrett explained. “These tests show the girl is 
definitely interested and has plenty of aptitude for your 
work.” 

They soon agreed on a plan whereby Edwina would 
work two hours each school day, and all day on Saturday 
in the store. Levine would give her every opportunity to 
get first-hand experience in various departments. She 
would be paid a fair wage for this work, and her work 
would be a factor in determining her grades at school. 

“But I want it understood that she stays here only as 
long as her work is satisfactory,” Levine added cautiously. 
“I’m not agreeing to keep her the entire school year. 
regardless.” 

“By the time Miss Duvall had worked part time for 

(Please turn to page 146E) 
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yOU CAN STAKE YOUR 
REPUTATION ON 





BLADES! 


When a blade manufactured by another concern goes into 
your sterling silver or plated flatware knife and is sold under 
your name, it is of vital importance to you that that blade be 
of the highest possible quality and craftsmanship. And it is 
just as important if you operate a repair shop for a dis- 
criminating clientele. 


That is why famous makers of the finest sterling silver and 

plated flatware, along with reputable repair shops, have 

learned to depend on 79-year-old Northampton Cutlery for 

the ultimate in forged stainless steel blades. If you are not: 
already acquainted with the Northampton line of over 100 
graceful patterns, we will consider it a privilege to forward 

prices and illustrations upon request. 


STEAK CARVING FORK 


8) SS) a = 1 


or i 


FISH BLADE 





NORTHAMPTON CUTLERY COMPANY e¢ 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1871 
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1. Automatic Pencil 





3. Mantel Chime Clock 





6. Automatic Alarm Clock 
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2. Silver Dish 


REVEL KARP EAL LLEY 








de 


. Detachable Watchband 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[J 1. Continuous feed automatic pencil by L. E. Waterman, 
344 Hudson St., New York 13, N. Y., is available only with 
the $13.00 and $19.25 pen and pencil sets. Among its 
improvements, it has metered lead propulsion and a 
non-scoring clutch and also a 25-piece lead capacity. 


a 


2. The "Sweetheart" dish measures 634" in length and the 
ribbons at the top are pierced to serve as handles. This 
is by Reed and Barton, Taunton, Mass., $6.95 retail. 


[|] 3. A new line of ladies’ simulated-stone-set models and a 
detachable watch band which allows customer to change 
bands quickly and easily without tools are featured by 
Kestenman Bros., Mfg. Co., 280 Kinsley Ave., Providence, 
R. |. These are packaged jn velvet and two-tone plastic. 


[] 4. Mantel chime clock, styled in modern Gothic, is cased 
in grain mahogany with a bleached inlay and a dial of 
butler silver with black numerals. Westminster chimes sound 
quarter hours and each hour is tolled separately on a 
sounding rod. The clock, called the Chorus, comes from the 
General Electric Co. and retails at $42 federal tax included. 


= 
= 
] 

— 


5. Men's band with an unusual width by Flex-Let Expan- 
sion Products, is of 1/20 12K gold filled. Entitled the 
"Executive," the band retails for $14.95 federal tax included. 


6. Ejight-day, automatic alarm clock by Eterna, has a 
luminous dial and features an alarm that, once set, rings 
only once every twenty-four hours over an eight day period. 
It is available, in a variety of leathers, from Eterna Watch 
Co., of America, 580 Fifth Ave., N. Y., and retails at $70. 
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~ SALESMAN WANTED 


WE'RE LOOKING FOR AN OUTSTANDING SALESMAN 
ACCUSTOMED TO MAKING BIG MONEY AND WHO 
WANTS AN OPPORTUNITY TO MAKE EVEN MORE! 


MUST KNOW INTIMATELY IMPORTANT TERRITORY OF 
ARKANSAS, KANSAS, MISSISSIPPI, OKLAHOMA AND 
KANSAS CITY, MISSOURI. THIS TERRITORY WILL BE HIS 
EXCLUSIVELY WITH AN ATTRACTIVE DRAWING AGAINST 
COMMISSION ARRANGEMENT. 


PLEASE STATE FULLY YOUR EXPERIENCE AND OTHER 
PERTINENT PARTICULARS. APPLY BY LETTER ONLY TO 


BENRUS WATCH COMPANY, INC. 


200 HUDSON STREET 
NEW YORK 13, N. Y. 
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They re New 











3. 14K Matched Set 


2. Birthstone Clock 





5. Watch Band 


4. Men's Marine Watch | 
CHECK—YOUR CUSTOMERS WANT THE LATEST 


_| 1. Wrex, expansion watch bracelet by Marvel Jewelry 
Mfg. Co., 46 Chestnut St., Providence, R. |. is avail. 
able in three colors. It is priced to retail at $4.50. 


2. Oris Bouoir alarm, hand set with simulated birthstones. 
has an accurate Swiss movement. It is available from L. 


Harris Co., Inc., 655 Fifth Ave., N. Y., $21.50 retail. 


3. 14K yellow gold hairpin box set with a cabachon-cut 
ruby or sapphire, $110 retail, and perfume container in 
14K yellow gold with band of rubies or sapphires, $210 
retail. Made by Gutenstein Bros., 18 E. 53rd St., N. Y. 


4. Newest development in Swiss watches with jeweled-lever 
movement is this “marine watch'’ embodying Chronograph 
features which tells the time daily when high and low tides 
occur in a given port. Setting is by button on case rim. 


5. New watchband, featuring triple housing and sealed 
spring construction, is available in yellow, pink, and white 
gold from Gemex, 1200 Commerce Ave., Union, N. J. |i 
is called the Sonata and retails at $9.25 including the tax. 





6. Woven nylon watch strap available in 5" and 34" widths 
and in one-piece and two-piece styles. Three lengths, regular, 
. extra short and extra long, are presented in this line by the 
Lasko Strap Company, 200 Hudson St., New York, N. Y. 


7. New Lady's Watch "] 7. New Lady Elgin watch by the Elgin National Watch 
Company, 107 National St., Elgin, Ill., features a 19 jewel 
movement enclosed in a 15-karat natural gold case with a 
black enamel overlay, and a nylon cord. Retails at $71.50. 
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un SMe De Lure 


VACUUM PITCHER! 









Customers seeking a truly masculine gift, 
that’s both beautiful and useful. 
will appreciate the suggestion. 


Win, 


In offices and homes, reception rooms and dens... ~ 
Aladdin's superbly-styled De Luxe Vacuum i : i 

Pitcher lends a colorful and sparkling note. It’s the a ig a 
gift for birthdays and special occasions . . . > : 

Display it prominently for year ‘round selling. * 


A vivid display item that stops passers-by and builds 
store traffic. Complete with Chrome Tray and 

two Platinum banded Glasses. Quart and pint sizes, 

in Maroon, Sorrento Green or Black crackle 
finishes with Chrome trim . . . or combination Satin 
and Burnished All-Chrome. Each set guaranteed. 


Medddee De Luve VACUUM BOTTLE 


Here’s another splendid gift item . . . good-looking and 
practical. Quart and pint sizes, in the same four color 


hay combinations as the pitcher. Designed and styled with rich 


‘in 


simplicity, it's one more Aladdin quality product that 
distinguishes your store as a place for the unusual and out-of- 


the-ordinary. 


Backed by 4-Color National Advertising in LIFE, 
SATURDAY EVENING POST, LADIES’ HOME 
JOURNAL, and TODAY’S WOMAN, for gifts . . . offices... ° 


homes... hotels . . . institutions. 


703 MURFREESBORO ROAD, NASHVILLE, TENNESSEE 





LOOK FOR “42% the name in Vacuum Bottles, Lunch Kits, Electric Lamps, Kerosene Lamps and Heaters. 
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Silver Talks 


(From page 138) 


the answers to the many questions friends had asked me 
because they knew I was working in a silver shop. I 
figured that if these things intrigued my friends—and 
me, too—they would interest other women, and if | 
could present them in a clear, informal and colorful way, 
they would remember them and would enjoy having that 
extra knowledge and information. The talks are educa- 
tional—yes—but I try to be careful not to let the audi- 
ence feel for a moment that they are being instructed 
or that there is anything at all pedantic about it.” 

At the first two talks Miss Taylor gave she used notes, 
but she has never used them since, although she always 
has them with her on the table behind which she stands. 
These notes are a little stack of 3 by 5 index cards, num- 
bered, with topics listed in the order in which they are 
to be presented—merely a few words serving as re- 
minders. 

Little stories and anecdotes giving the origin of certain 
customs and articles in use today are enjoyed by the 
women and, through the grapevine system, the shop has 
learned of their being quoted at subsequent local supper 
parties. For several days after a meeting people come in 
to the shop, put a large package on the counter, and say, 
‘‘Here’s the family silver coffee pot. I’ve been meaning 
to have it repaired for ages and hearing Miss Taylor 
speak last week reminded me of it.” Or, “The young 
lady from your shop who spoke at the Church Guild the 


other day said Sheffield pieces could be replated, | didn’ 

; : t 
think they could, so I’ve brought in these candlestick. 
Or, “I’d like to see some serving pieces in that Danish 
flatware pattern we saw at the talk on Tuesday,” Nev 
customers—the creating of confidence where people have 
perhaps not been well acquainted with the shop—a 4. 
newed desire to avail oneself of the services the shop has 
to offer—all these repercussions are important and orati 
fying, for they are definite harbingers of additional 
future business. 

Always accompanying Miss Taylor is another membe, 
of the staff, usually Mrs. Marion Long, head of th 
sterling flatware department. Many questions are asked 
about what patterns have been reinstated and Mrs, Lono 
has the answers at her fingertips. Occasionally members 
of the audience will ask about an unusual pattern jy 
rather a vague way and if neither of the young women js 
familiar with it they offer to look it up and let the ely) 
member know what information they can get for her. 
On this, they always follow through, a gesture which 
never fails to bear fruit and to make a friend for the shop. 

A display is taken along and arranged on the table 
before the talk begins; a Revere bowl, to illustrate tha 
part of the lecture touching on Paul Revere and American 
Colonial silver; some pieces of the Hannah Hull flatware 
pattern, shown after the story told about John Hull and 
the Pine Tree Shillings which provided the dowry for his 
daughter Hannah; several articles of handwrought silver 
made in the Cellini Craft workshop; a fine hand-chased 
tray with an applied mount; other pieces, every one with 
a talking point, and the knife and fork in half a dozen 








* Refine and 
Manufacture 
of Diecious Metals 
Since 1875 


THE AMERICAN PLATINUM WORKS 
231 NEW JERSEY R.R. AVE., NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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terling flatware patterns, each representing a different 
sleriiits 


riod. 


The talk winds 


for silver. 
The Cellini Shop has found the results of these talks 


so rewarding that Walter Gerlach, owner, says he not 
only plans to continue them, but is now preparing a com- 
panion piece on precious stones. The field, as far as an 
audience 1s concerned. is unlimited and to date has in- | 
cluded women’s clubs, church groups, sororities, charity 
organizations, business and professional girls’ clubs, art 
centers, state clubs, alumnae groups, and home economics 

classes in schools and colleges. Any up-to-the-minute | 
silver store in a progressive community could give similar 





up with instructions how best to care 








ENT NOTICE 


regarding 
SIMULATED 
STAR JEWELS 








talks and would, without question, find them a most 
valuable promotional activity. 


New Low Cost Ceiling 


Although Roger Jewelry Store in Muncie, Ind., is the 











conventional type jewelry store furnished with blonde E. H : As h ley & Com pa ny, 
wood fixtures and recessed wall cases, it is unique in one 
respect: its attention-attracting, clean, airy ceiling. Inc gives notice that it has 


When the store took over the two rooms of its r ‘sent 
corner location on two of Muncie’s busiest streets, it ap- 
peared necessary to construct a new low ceiling and in- 
stall decorative lighting. But the almost prohibitive cost | 


compelled use of cell-ceil. an overall metal louvered affair, c| Usive rig ht to U nited States 


which gave the store a new appearance with a diffused 
slamorizing, glare-free light. Patent No. 2,090,240, grant- 
|| ed August 17, 1937 to R. L. 


Strothman, for a method of 


purchased and claims ex- 








artificially producing a 
FLOATING STAR effect in 


stones which simulates 





genuine star sapphires, 





rubies, etc. 





The old ceiling was painted white and cell-ceil sus- 








pended by invisible guide wires at the desired height. | , , 

Upon the old ceiling, commercial strip fluorescents were Any and all infringements 
installed and within the white baked enamel curves of | 

cell-ceil were put floodlight spots over the show cases. | of T Ly is Pa tent wi | b e | 





Cost has run far less than estimates for construction | 
of a complete new ceiling. While giving the appearance 
of a continuous piece, cell-ceil comes in 2 by 8 foot sec- 
tions easily removable for maintenance and weighs only 
12 ounces per square foot. 


Trough fluorescent lighting is used for the blonde wood 
credit die at the hawk of the store. Spaciousness in a | E. H. ASHLEY & COMPANY, INC. 





prosecuted. 








13-foot wide entrance is given by th fa 15-f | 
, g y the use ot a oot | 9 Westmi 
;, mi 
long sectional mirrored wall. Locally owned and operated, 50 = nster Street 
the store is managed by Sid Zanger. PROVIDENCE 3, R. I. 
For another unconventional twist, neon lettering is 


used, but the store has returned to the old marquee-like | 


sign with flicker lighting. 
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BEATTIE 
Jet ues 


The only lighter with the 


flame you can point. 






Equipped with wicks that 


need no replacement. 


Sure Fire 
Sales for You! 


@ Consistently advertised in national 
magazines with increased schedules 
planned for 1950! 


® More and more pipe smokers insisting 
on the unique Beattie Jet Lighters have 
sent our sales to an all time high! 









Send this 

coupon for 
complete price 

list and discount 
list for Beattie Jet 
Lighters and Flints. 


an 


® Get your share of this business and 
stock up on all models — retailing 
from $5.00 to $22.50! 


Also Beattie extra large flints, 
retailing 25¢ per package. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 


| I iN ies 














Gift Club Plan 


(From page 102) 


been selected because that is the time that students 
ate from the local high schools and other sled 
institutions. As all clubs must have some ultim pe 
pose in mind, Stone’s was to have customers 
money in the store to purchase a gift item in his st 
for graduates. It could be jewelry, diamonds, pen a 
pencil sets or any other merchandise that he carries 
“This gift club plan serves two purposes,” says Ston 
“First, it keeps traffic coming to our store every day each 
week to pay their stipulated club fee. Secondly, it heln 
us all get better acquainted, and finally, it introduces he 
high school graduate who is our future customer to oy; 
store. 


ate pur. 
Save up 


PERSONAL CALLS ON GRADUATES 


In the Pottstown area, there are three schools that 
graduate students in June. A combination of 450 students 
comes from the Senior high schools and over 100 from 
the Junior high school. 

Every year Stone visits these schools and obtains a list 
of all the students that are to graduate the following June. 
Then he, his son, and a store salesman begin to make 
personal calls on all the parents of these students. 

“If we had to wait for these parents to come to us we 
would obtain an extremely small percentage of custom. 
ers,’ Stone explains, “and if we began to promote gift 
items from our store to parents around graduation time, 
I am certain the resulting purchases would be small. As 
it is, our June sales record is high with many sales run- 
ning $50 or better.” 

Parents are told that the school expects their child to 
graduate the next summer and that the store is offering 
them an opportunity to save up enough money to buy 
them a gift that they feel they would like. Literature of 
jewelry items are shown, as well as such gift lines as 
watches, typewriters, cameras, and others. 

Many times, the parents are interested in certain items 
and explain that they will be in the store shortly to pick 
up that item. This is in addition to joining the gift club. 
Not only does this system of contact promote the store's 
eift club, but it gives them an opportunity to sell to 
customers on a more personalized basis than just as door- 
to-door salesmen. 

“When you contact people and discuss their child's 
pending graduation,” Stone says, “you have an interest- 
ing subject to start with which may result in sales.” 


CUSTOMER FILE KEPT 


Interested customers are given a numbered card bear- 


_ ing their name and address. A duplicate card is made up 


- for the store’s records and the amount that the customer 


is going to pay every week recorded. 
On the back of the customer’s card is a list of week-end 


- dates starting with the first one in June and ending with 


_ the last one of the coming June. As customers come to the 
store to make their weekly payments. the store clerk 


enters this amount and punches the card. 

Every week the store cards are checked and if any 
customer is found to be delinquent more than a few 
weeks, a personal letter is sent. This letter is not at all 
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business-like, for the customer does not owe the store 


anything. In fact, the customer can stop paying at any 


time and take any store merchandise for their paid-in 


money. 
The letter stresses the item that the parent has selected 


as being something that the parent would not like to lose. 
It also tells the number of months to come before gradua- 
tion and adds that almost every other child in that gradu- 
ating class is going to get something, so why not yours. 
This letter nearly always produces results; if not, a tele- 
phone call or a personal visit brings this customer’s club 
dues up-to-date. 

“Our door-to-door contacts give us a net return of over 
35 per cent membership of the total number of students 
expected to graduate,’ Stone advises, “and almost 100 
per cent keep their payments up to date. In addition, we 
make many sales while contacting customers and bring 
them in our store at least once a week to make their pay- 
ments. It is an all-around profitable plan.” 

When parents bring in their children upon graduation, 
Stone makes certain that he is properly introduced to 
them because they are his future customers. At the same 
time he tries to re-interest them in his June gift club. if 
not for graduation reasons then for pending engagements. 
weddings or to save for personal jewelry items. 

A recent customer wanted to start this club but on 
another date because of a nurse that was graduating from 
a local hospital. Stone has now interested himself in these 
graduations and expects to start a gift club to serve this 
purpose. 

In an effort to promote the store’s name, Stone loans 


out a large silver five-gallon punch bowl and silver ladle 
to customers asking for it. Individuals expecting to have 
parties or other get-togethers just register their name in 
this store and the date they would like to borrow this 
bowl. 

“We are always booked up three months in advance,” 
relates Stone, “and whenever people attend functions in 
Pottstown they always recognize our bowl and ladle. Its 
original value exceeded $500 and we have never had any 
mishaps with it.” , 

A large sign in one of the store’s double windows 
advertises this item and has brought in many requests for 
it. Whenever they are too heavy, the sign is taken out. 
Such promotions on the part of a jeweler in a small com- 
munity has resulted in a gratifving return of traffic and 
resultant sales. 





Suggesting Layaway Plan Improves Sales 


Introducing the layaway buying plan at an extremely 
timely moment is a specialty which has much increased 
the total yearly volume sold through layaway methods 
for Barclay & Sons, 50-year-old jewelry store in New- 
port News, Va. 

Albert E. Woltz, head of the store, began promoting 
layaway progressively immediately after the end of the 
war, and has continued to play up its advantages to 
lower-income customers ever since. Layaway selling, he 
believes. shows dozens of advantages over credit selling. 
Bookkeeping expense is minimized, there is no credit 
investigation involved, and customers stand no chance of 
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Metals of Guaranteed Purity 


PLATINUM -: 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
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Filings — Scrap Gold and 


Your Ol Gold Shipments 


| Kastenhuber & Lehrfeld, Ine. 
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The MONARCH 
“TRI-MARKER” 


Designed for 
Price-Marking 
Books, 

Cosmetics 

and Gift 
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ere’s a new member of an old and trusted family, 
famous for quality since 1890. It’s the new 
Monarch “TRI-MARKER’” Price-Marking Ma- 
chine. Specially designed for speedy, accurate price- 
marking of merchandise sold by jewelers. The 
Monarch “TRI-MARKER” price-marks jewelry 
tags in 3 sizes; also 3 sizes book tickets and 8 sizes 
gummed and Senso labels, all in rolls. 

Saves hours of work. Protects against stock dis- 
crepancies. An automatic counter (optional) counts 
off the exact number of tickets, tags or labels de- 
sired. A special rewind feature (optional) makes 
gummed labels easier to handle. Any employee can 
quickly and easily learn to operate the Monarch 
“TRI-MARKER.” 

If you sell jewelry, books, cosmetics or gifts, send 
today for samples of Monarch jewelry tickets, and 
an illustrated folder describing the Monarch TRI- 
MARKER Price-Marking Machine. 


MONARCH 
DAYTON 








MONARCH 


— The 
Monarch 


Marking System 
Company... . 


World's largest 
Manufacturers and 
Distributors of 
Merchandise 
Price-Marking 
Equipment and 
Supplies 














Toronto, Canada ® 
OTHER OFFICES IN: ATLANTA, BOSTON, CHICAGO, DALLAS, DETROIT, NEW YORK 
PITTSBURGH, SAN FRANCISCO AND SEATTLE 


DAYTON, OHIO ®_ Los Angeles, Calif. 
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losing their merchandise through failure to meet pay 
ment deadlines. Consequently, customers are made “lay. 
away plan conscious” from the moment they enter; th, 
Barclay store, and sales have risen steadily jn thic ‘ 
partment. 

One of the best ways of suggesting the layaway method 
Mr. Woltz has found, is the use of small, handsomely 
engraved signs, which appear here and there on display 
shelving, in countercases, and in windows throughout the 
store. These are lettered simply “Ask about our layaway 
plan.” Four by six inches, and printed on chaste white 
cardboard, the signs are so situated that no matter what 
part of the store the customer may be in, she is sure t, 
see them eventually. 

Also, sales people have taken advantage of a clever 
plan developed by Mr. Woltz, which is titled “second-sale 
suggestion.” Through long experience in managing the 
store, largest in the Newport News area, Mr. Woltz has 
noted that there are few jewelry store customers pur. 
chasing one item who do not display an interest jn , 
second one. By that, the manager asserted, he means that 
the customer who came in to buy a watch, for example. 
may be likewise attracted by a cigarette case with built-in 
lighter, or the customer buying a string of pearls may 
display intense interest in a particularly handsome cock. 
tail ring. “Layaway suggestion fits in ideally into this 
circumstance,” it was indicated. “For example, if the 
sales person who has sold the first item notes that the 
customer shows strong interest in another item, perhaps 
even asking to see it, it is exceedingly timely to use the 
layaway plan to put the second item away for later pickup. 
Usually, the average customer can afford only the jewelry 
item they are purchasing, and will regretfully give up 
any possibility of purchase of the second. When it is 
explained, however, that the second item may be put 
away for a minor down-payment or deposit, and that the 
customer can buy it at leisure, the chances of making 
two sales instead of one are substantially multiplied.” 

There are no limitations to how far this plan may go, 
the Barclay store has found. There are dozens of in- 
stances in which customers who bought one expensive 
jewelry item were sold into purchasing another, merely 
through dangling the advantages of layaway buying in 
front of them, and encouraging them to “make certain 
that the item isn’t purchased by someone else.” This form 
of “second-sale suggestion” is particularly valuable where 
one-of-a-kind items are concerned—such as an unusual 
ring, a particularly unique kind of costume jewelry, or 
the last one of a series of leathergoods items. “In many 
instances, the customer follows a line of reasoning which 
points out that he will not have the difficulty of tracking 
down the wanted item again, if he puts it in layaway 
now,” it was stressed, “and, therefore, making the lay- 
away suggestion at the time when the customer has built 
up a strong desire for ownership of a second piece of 
merchandising, has proved sound, practical merchan- 
dising.”” 





Business men in one New York city staged Good Neigh- 
bor Day in connection with a sale. The theme was played 
up in newspaper advertising. One free theater ticket was 
printed in a special newspaper edition which was dis- 
tributed to rural areas. This helped to bring many farm 
families to the city. 
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Sales Help 


(From page 140) 


only one week,” Levine said, “I was convinced that Gar- 
rett had done me a favor to send her over. She seemed 
highly intelligent, enthusiastic and eager to learn. [| 
moved her from place to place, so she could learn as 
much as possible about the entire business; not just one 
phase or department.” 

Some days Edwina worked on sales. Some days she 
worked in the office, filing, or checking over accounts, or 
addressing envelopes. Mr. Levine frequently has to send 
such things as watches and watch bands to factory that 
are brought in for repairs. He tried Edwina on packing 
these items for shipment and sending them to factory. 
She has handled this work continuously since the first 
trial. 

Pasadena is an industrial town of 30,000. The store’s 
customers are mostly fairly prosperous middle-class 
people, skilled industrial workers, salesmen, office work- 
ers, etc. 

Miss Duvall, in speaking of sales says: “I had made 
many sales here, but not any that would be a high-priced 
sale for the store. It was just before Christmas when a 
man came in, wanting to look at some rings. I noticed he 
scarcely gave anything under $200 a second glance. 
Finally, he bought a $300 ring! For me, that was a sure- 
enough big sale.” 

It evidently did not take her long to get over her excite- 
ment because only a few minutes later, a lady came in, 


asked Edwina to show her some sterling silver. The pat- 
tern she liked was priced at $30 a place setting. “I'll take 
eight place settings,” the customer said. A $240 sale! 

Since then Miss Duvall has sold several $300 rings and 
quite a bit of silver, both sterling and plate, also a num- 
ber of watches, some of which were in the $150 class. 
She says: “I still get a thrill out of any sale of $100 or 
over. Last Christmas I didn’t believe I could handle 
the higher-priced items, but now I know I can.” 

Edwina was a popular student at school. The senior 
class numbered 125. Just before graduation time Levine 
had a heavy business in graduation presents. He is con- 
fident that the main reason his gift business was much 
larger than usual at that season was the fact that every- 
body in the class knew and liked Edwina and their friends 
and relatives liked to come in where she worked. 

‘““A few weeks before school was out,” Levine said, “I! 
offered her a permanent position here for full-time work. 
She seemed well pleased and accepted at once. I was cer- 
tainly well pleased. 

“This cooperation between the school and the business 
man is a very good thing. It is something that could be 
established at any place where there is a high school and 
places of business. The school people know the students; 
they have ways and means of testing them for interest 
and aptitude. Of course, no one is infallible, but under 
this sort of system the chances for getting intelligent, apt 
beginners to train is greatly increased. 

“In fact, I am so well pleased with this trial that any 
time Mr. Garrett tells me that he has a senior student 
who wants to learn the jewelry business, I will certainly 
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JEWELERS!! 


old silver. 


either new or used. 


MEMPHIS 1 





Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


7/ MADISON AVENUE 


TENNESSEE 
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FIDELIS rosaries 


THERE ARE NO FINER BEADS! 

















The first rosaries commercially manufactured 
in the United States were produced in Provi- 
dence, R. I.—in the year 1870. Their pro- 
duction was long confined to that locality, and 
even today Providence is the nation’s rosary 
making center. 


The reason is plain, for only in that district can 
one find the large reservoir of greatly varied 
skills needed for the fabrication of high-grade 
rosaries by hand. No machine can make a 
standard-type rosary. Distant from Providence, 
rosary manufacture necessitates the teaching 
anew of these skills and makes successful 
competition difficult. 


THE PROVIDENCE DISTRICT OFFERS 
THE BEST VALUES IN ROSARIES — 


and - it - offers - nothing - / 
better - than - FIDELIS. 





| Providence 9, R. I. 


We also manufacture DEVO rosaries— 
popular-price companions to FIDELIS. 
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Speed 
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THE Green En- a 

: Look 
graver is the stur- . 

diest and most effi- with a 

cient portable built. Green 

With it, even unskilled Engraver 


clerks can do a fast, expert engraving. 

Letters (Block, Script or Old English) are always sharp, 
clean cut appearance . . . cuts curved and flat surfaces, 
whether silver, gold, platinum, brass, steel or plastic. Cuts 
three sizes from each set of master type. 


You'll save time and labor with a Green Engraver whether 
you're doing one pen or a big set of flatware. Get all the 
facts—write for bulletin today. 


INSTRUMENT CO. 
369 PUTNAM AVE. 

: CAMBRIDGE, MASS. 

West Coast Distributor: Higbee & Dorrer 

315 West 5th St., Angeles, 
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be willing to give the boy or girl a trial, if | p 
part-time help at all. It has been less than a year gj 

Miss Duvall first came here as a part-time Worker ~ 
she was eager to learn and now knows more abou rs 
business than some people | have seen in jewelry ‘ 
who had been there three or four years.” | 


eed any 
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Home Party Showings 


(From page 112) 


tancy and begin moving sets for home users? The prob. 
lem was viewed no differently by Arthur G. Foleo. pro. 
prietor of Folco Jewelers & Television, New Bedfor, 
Mass. So he tackled it in what appears the most obvious 
way, and now it is an ideal means of soundly convincins 
any family of U. S. Television’s workability in any we, 
To date, Folco has expended over $3,000 for advertising 
in the effort, but, “I just haven’t enough sets on hand ty 
meet the demand. Since pushing my Home Plan, sales oj 
TV have jumped 90 per cent.” | 

How does Folco do it? In January, 1948, he began 
running daily “invitations” in a local classified colump 
for parents and their children to become guests in his 
home for an evening or more. Simultaneously he discon: 
tinued use of an over-store studio which he had been 
renting. “Persons would come only to see a show, leaving 
seemingly unimpressed that the same could occur in a 
home as in a studio.” But Folco’s ad tells of 4 to 5 sets 
working continually in his own living room, at home. 
“For the reason that people like to impress themselves,” 
he says, “/ tune all different models to the same channel. 
Thus the prospective customers have entertaining proof.” 

The proprietor tries to arrange all appointments for 
Tuesday and Thursday evenings because the best pro- 
grams are then scheduled. Wherever possible, he insists 
that phone callers allow him to drive them to and from 
his home. Seated before the sets in an attractive living 
room, the guests are served cigarettes and cocktails, soda 
pop, potato chips and candy by Mrs. Folco, whose hus 
band hints, ““We never enter into sales talk during the two 
or three hours that we are hosts.” 

Every home showing has from 20 to 25 guests, the 
majority of which, Folco believes, are induced by his 
Saturday and Sunday large newspaper ads, and regarding 
this he may have something of value to other jewelers: 
“An advertising trick I’ve learned is to push hardest on 
the weekend where you are located in a highly indus- 
trialized city. Actually, most working people have time 
only on weekends to read their newspaper thoroughly. 
The idea has worked for me, despite the belief of many 
merchants that Thursday is the best date.” 

Immediately that a performance ends, Folco enters into 
quiet discussion on the merits of his models, showing 
descriptive literature and finally prices. “I sell to three 
out of five homemakers.” And sales range from $320 to 
$1,795, with cost of installation extra, usually about 
$150. Thus, when the average Folco “home party” costs 
him $20, the advantage is clear. 

Beneficial, too, are Folco’s 30-second recordings, 4p- 
pearing over the local radio station as spot announce: 
ments. 

In suggesting that parents bring their children to the 
Folco home, the proprietor has this reason: “No dealer 
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$2.7 § Postpaid 
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100 E. 42ND ST., NEW YORK 17, N. Y. 
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ZIiRCONNOR GEMS 


A NEW variety of Genuine Zircons; hold side-by-side with 
the best Diamond in your store and see what I mean! 
Melees to 20 carat whites that WILL NOT CHANGE 
COLOR! World’s largest assortment of RARE Specimens 
to 50 Carats in White, Blue, Old Amber, Cherry, Ruby. 
Coffee and Canary hues. 


C. P. CONNOR, 25 Fowler Avenue, Lynbrook, N. Y. 
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Send for Folder R 


get a 


NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 












«- ENGRAVING 
gore NEW HERMES 


— pay out of profits 





Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 } 



































Bvery Jeweler Needs 


Good Solder 


BRAND 
GOLD 
SOLDERS 


‘“‘Best on Earth’’ 


All Grades 
All Colors 


Available at Material 
Dealers Everywhere 


.... F. H. NOBLE & company 


MANUFACTURERS 


559 West 59th Street Chicago 21, Ill. 


————$ ee 
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ANNOUNCING 


Change in Firm Name 
and Removal 
of Our Office and Factory 
to Long Island City 


* . 
* * 
* * 





Our New Office and Factory Building 


Continental Plate Co. Inc. 


Formerly | & T Refining Co., Inc. 


MANUFACTURERS OF 
ROLLED GOLD PLATE—ALLOYED GOLDS & SILVER 


25-20 43rd AVENUE 
LONG ISLAND CITY I, N. Y. 


























Do You Need 
A Capable Manager 


@ to take complete charge and relieve 
owner of all responsibilities entailed in 
the operation of a retail credit jewelry 
store doing a volume of $250,000- 
$300,000 or more? 


@ | have the qualifications and experi- 
ence with record of achievement. Ex- 
cellent references. 


@ Anxious to connect with tirm that can 
otter challenge. 


@ REPLIES WILL BE HELD IN STRICT 
CONFIDENCE. 


Care Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 


Box “A-4003°° 
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should overlook the valuable decisions that arise of 8 
family which works as a unit, and many times a child 
can impress his mother or father to the extent that, for , 
dealer, a sale is insured before the asking. In this map. 
ner, the customer actually sells himself.” 


Folco’s claim that the same advantages are absent dy. 
ing store or professional studio demonstrations is backed 
by the fact that large-audience or varied-customer distrac. 
tions, the latter being a result of his regular jewelry busj- 
ness, would take away that all-important element oj 
“privacy.” 

The factor of word-of-mouth advertising is seen ag q 
direct outgrowth of Folco’s home showings. “A few 
weeks ago,’ he continues, “a man called me, asking, ‘Are 
you going to give any more shows at your home? My 
cousin told me that she was a guest of yours recently, 
That call showed me that even persons who don’t follow 
my newspaper advertising, are still being reached.” 

An advocate of “different ads,” the proprietor likes to 
instill various eye-catchers in his displays, as for example 
the recent TV plugger that contained only the letters, 
“U. S. T.,” and a large question mark. 

“Tt’s the old story,” says Folco. “Being different js 
still the best means of attracting attention to yourself, no 
matter if you’re at a coming-out party or are trying to 
sell something.” 





Meeting the Parking Problem 


How to handle overtime parking on the meter plan 
is always a vexing problem in many communities, for 
ill will can sometimes be created if the matter is not 
handled properly. 


Merchants of Elwood, Indiana, including the jewelry 
firms of Earl G. Rhodes and the Smith Jewelry, Inc., 
instituted a Courtesy Nickel Parking Meter Plan. 


The police officer who checks the cars parked at me- 
ters issues a violation ticket in the usual manner, and 
in addition, places an envelope under the windshield 
wiper, and also inserts a nickel in the meter if the car 
is parked overtime. This, of course, eliminates the usual 
fine for overparking, which amounts to $1.00. 


The violator may take the violation ticket and_ the 
Courtesy Nickel Envelope either to the city clerk’s of- 
fice, or the police department, or. by placing a 3 cent 
stamp on the Courtesy Nickel Envelope (he need in- 
clude a nickel only if he desires to reimburse the fund) 
he can mail it and the ticket to the Retail Division, 
Elwood Chamber of Commerce, who furnished the $10.00 
in nickels which started the fund. 


The Chamber of Commerce then turns the envelopes 
over to the police department. and this releases the vio- 
lator from a $1.00 fine. Mr. Klumpp. reports that many 
violators mail the envelope and ticket to the Chamber 
rather than going to the city clerk’s office or to the police 
department. 

The $10.00 Courtesy Nickel fund has not only main- 
tained the cost of the fund for Elwood, but it has also 
provided the money to pay for the envelopes. Merchants 
in Elwood think this is a mighty inexpensive way to 
handle a vexing parking problem and also a fine way 


to build good will. 
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Bates 
is the buy 


tor 50! 


is the Buy 


You can't have a good year 
without a good Spring. 
bo} t irer-0 ats am ats b'd-ME- Ume folele MES) ob abate 


without a good line. 


THAT'S WHY BATES IS THE BUY! 


C. J. Bates & Son: Factory: Chester, Conn. New York Showrooms, 366 5th Ave. 
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2. "Falstaff" Design 





4. Silver Decorated Pieces 





5. Flaming Goblets 
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1. New Stemware Pattern 





3. Chinese Decoration 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|] 1. Modern in styling is this new "Park Avenue" design in 


' j 
a 


5 
} 


hand-blown stemware, with slim columned stem and straight 
bowl; goblets, saucer champagnes, clarets, cordials, cock- 
tails and sherries. From A. H. Heisey & Co., of Newark, O. 


2. Rich colors of grapes and vines appear in this design, 
"Falstaff," in Royal York china. It is done on the Made- 
leine shape and is finished with a heavy band of gold on 
the rim. From Midhurst Importing Corp., 129 5th Ave., N. Y. 


3. "Mandalay," designed by Ching-Chih Yee for this Museum 
shape in china dinnerware, appears in soft colors against 


the ivory body. A 5-piece place setting may be retailed at 
$17.50. From Castleton China, Inc., 212 5th Ave., N. Y. C. 


4. Accessories in crystal and silver include this 3-light 
candelabrum with silver-plated base—retail $35 a pair; and 
richly cut oval bowl set on four silver-plated feet—retail 


$35. Created by the Silver City Glass Co., Meriden, Conn. 


5. Silver-plated Jubilee Flaming goblets, holding !/4 oz. of 
brandy, to be set afire when cake is cut; toasts may be 
drunk from goblets. Boxed in sets of six, $5 a set plus 
tax. From The Alpert Co., 9012 Keith Ave., Hollyweod, Cal. 
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CHEROKEE 
AOQSE 


lf it’s SALES you want... 


CHEROKEE ROSE .. . One of Tiffin’s best sellers for years—with 
few to challenge its popularity! This graceful, deep-etched rose pattern 
has a striking beauty all its own and a well earned place among the coun- 


try’s finest table settings. 
“Cherokee Rose” has added appeal for many because from a modest 
start the set can be expanded through the years to as many place settings 


as may be desired. The pattern blends superbly with fine chinaware—is 
always good—always distinctive! A full assortment of accessory pieces 


for all occasions. 


The “TIFFIN” line adds prestige to your store and profit to your glass- 
ware sales. A note from you will bring more information promptly. 


UNITED STATES GLASS COMPANY + Tiffin, Odio 


Makers of TIFFIN and GLASSPORT fine Glassware 
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1. Oriental Bookends 


re M8 pen 
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2. Spring Flower Pattern E - 





. Dresden Dinnerware 


ww 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 





4. Ceramic Figures LJ 1. Handsomely sculptured and made in heavy Killarney green 
glass are these book-ends representing Oriental heads; also 
made in frosted glass. In either color, they retail at $10 
a pair. Made by the United States Glass Co., of Tiffin, O. 


[] 2. “Springtime” pattern—sprays of spring flowers done in 
muted natural colors scattered around the rim and grouped 
in the center. It appears on the "Priscilla’’ shape. From 
Theodore Haviland & Co., Inc., 26 West 23rd St., New York. 


[] 3. From the Carl Schumann factory in the American Zone of 
Bavaria, this "Empress" pattern of Dresden flowers done in 
center groupings and scrolled panels on the rim. From the 
Ebeling & Reuss Co., 707 Chestnut Street, Philadelphia, Pa. 


[J 4. "Li'l Lamb" (10") and "Bear" (64/44"")—decorative accesso- 
ries fashioned in vitrified ceramic glazed in pearl or yel- 
low mist with variations in color tones. Each retails for 


5. Special-Occasion Plates about $10. Made by The Heifetz Co., 40 W. 25th St., N. Y. C. 





[] 5. Three from a new group of special-occasion glass plates 
decorated with lettering and floral clusters done in_ ster- 
ling with non-tarnish finish. Prices—$5 to $7.50. Made by 
National Silver Depositware Co., Inc., 44 W. 18th St., N. Y. 
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IMPERIAL’S CLASSIC MODERN 
HAND CUT PATTERN 





ON FINE HAND-CRAFTED CRYSTAL STEMWARE 


We claim no originality of design ... the ““Greek Key” 








decorative motif is one of the ancient classics .. . its very 
simplicity has given it universal appeal and makes it 


compatible with the finest of tableware. 





Greek Key now available 






in Goblets (illustrated) ; 






12-o0z. Footed Ice Teas: 






Saucer Champagnes; 





Clarets; Wines; Cocktails: 









Cordials: 6-in. and 8-in. 






Plates (illustrated). Retails 






approximately $30.00 






dozen. 



































Write to our Sales Office and we will have our representative contact you promptly 
about Greek Key and other Imperial cut patterns. 


IMPERIAL GLASS CORPORATION 


Bellaire, Ohio 
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1. Cathay Pieces 





2. South African Motif 








3. Meadow Flowers 





4. English Glassware 
CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Gift items in Cathay Crystal include 17" Pavilion Tray 
carved by Franz Hess, retail $15; Pagoda, for sweetmeats or 
flowers, retail $12; ash trays, sets of 4, $5 or $7.50. All 
in Chinese tradition, by Imperial Glass Corp., Bellaire, Ohio. 


2. One in series of Kruger National Park View plates, hand 
engraved from photos. Border by wife of former Kruger Park 
keeper. In bone china, $63 a doz., retail; Queensware, $30. 


From Josiah Wedgwood & Sons, Inc., 24 E. 54th St., New York. 


3. "Meadow Flowers'’ in Franconia China from Krautheim fac- 
tory; 94 different flowers interchanged on various pieces. 
Names on back in three languages. 5-pc. setting, $9.15 re- 
tail. From Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 


4. English crystal glass stemware cut in the 'Strawbridge’ 
pattern—goblet, $60 a dozen; tumbler, $55; sherbet, $45. 
One of 35 designs from Thomas Webb and Stourbridge, being 
distributed by Hambro House of Design, 19 E. 53rd St., N. Y. 


_] 5. Sugar-Plum Tree—clear plastic 13" tall fitted into 6'/2" 
base—separates into parts for storage. Pointed tips for 
gumdrops, hors d'oeuvres, etc.; $16 a doz., each boxed with 

5. Sugar Plum Tree | Ib. candy. From Vincent Lippe Co., 225 Fifth Ave., N. Y. C. 
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FOSTORIA’S NATIONAL ADVERTISING 


IS YOUR Gta rovertisine 





On the map, the finger points to Kokomo, Indiana, in 
Howard County, which has a population 49,583, rep- 
resenting 14,166 families. Of these families, 7,265 read 
one or more of the national magazines listed here, 
covering Fostoria’s schedules for 1950. That’s over half 
the families in the county! 

And Kokomo, selected at random, is only one example 
of all the small towns or big cities where Fostoria’s 
advertising is being read every month. 

Wherever you are located*, this advertising is im- 
pressing your prospects that Fostoria has quality crystal 
in popular patterns, moderately priced. These readers 
are your customers. These ads will help you build sales. 


*For coverage figures in your county, write Dept. B. 


Ca, 
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FOSTORIA’S 
ADVERTISING SCHEDULE 


Loring 1950 


Better Homes and Gardens 

Brides’ Magazine 

Country Gentleman 

Holiday 

House Beautiful 

House Beautiful’s Guide for the 
Bride 

House & Garden 

Household 

Ladies’ Home Journal 

Living 

Successful Farming 

Sunset 








FOSTORIA GLASS COMPANY - MOUNDSVILLE, WEST VIRGINIA 








2. Glass Console 


4. Floral Dinnerware 
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5. Sheffield Platter 


Set 


























3. Perfume Basket 


i 


_j 1. Chinese symbol of good luck centers this "Fitzhugh" de- 
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1. Lowestoft Pattern 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


sign in Spode's Lowestoft, done in deep blue against typi 
cal blue-white body. Pattern originally came to West from 
China. From Copeland & Thompson, Inc., 206 5th Ave., N. ¥. 


2. New is this console set with graceful 13" bowl and I0 
double candlesticks in openwork leaf design. Three-piece 
set may be retailed for $9. It is part of diversified line 
just introduced by Fostoria Glass Co., Moundsville, W. Vo 


3. Hand-made gold-plated filigree basket, 12!/2"" in lengtt, 
holds matching perfume bottles and powder jar in Bethwood 
china decorated with tiny hand-painted roses and coin gold. 
Created by Beth Weissman, Inc., 49 West 23rd St., New York. 


4. "Rosemont" pattern in Baronet Bavarian china is made up 
of groupings of pink and blue flowers with gold lines; five 
piece setting, $7.35 retail. Stocked for immediate delivery 
by Fisher, Bruce & Co., 219 Market St., Philadelphia, Po, 


5. Sheffield silver platter 19" in diameter is distinctive 
in having receptacles for both meat and vegetables. Made 
by Obler Silver Co., it may be retailed for $35. Part of 
wide assortment sold by Rees & Orr, 225 5th Ave., New York. 
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INCORPORATED 


* NEW YORK 10 


26 WEST 23RD STREET 








We are looking forward 


to the pleasure of seeing you al... 


Sos -Gngeles 
“Chicage 
Dulles 


Cheodore Trariland 


Retr Borh ~~ 
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L A N D 


302 BRACK SHOPS 
JANUARY 22nd TO 27th 


1550 MERCHANDISE MART 
JANUARY 30th TO FEBRUARY 10th 


HOTEL ADOLPHUS - ROOMS 827-829 


FEBRUARY 18th TO 24th 


C H IN A 
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Jeweler's Homemaker Fair’ 


Draws Huge Crowds to Display of Tableware 





E. J. Scheer, Inc., Rochester, N. Y., was overwhelmed by the 
thousands who stood in line for hours to visit their five- 


day tablewares “Fair” when they only expected a few hundred. 


by GEORGE E. TOLES 


A NOVEL Homemakers’ Fair, designed to 
stimulate consumer interest in silver, china and crystal, 
was staged for an entire week on the mezzanine floor of 
the Hotel Sheraton, Rochester, N. Y., by E. J. Scheer, 
Inc., prominent Rochester jewelry firm. 

With a counted attendance of over 10,000 chalked up 
during the five-day event, the tremendous turnout pre- 
vented the store from doing much of an individual sell- 
ing job but it laid the ground work for a substantial 
volume of business in months to come. 

Although the cost of the exhibit ran well over $3,000, 
the store management feels it was money well spent and 
that it will ultimately result in very satisfactory sales 
returns. 

Rochester newspapers were cooperative in helping to 
launch and sustain interest in the event which was open 
to the public. Two free guest interviews over Rochester 
radio stations also were secured. 

Featured in the Homemakers’ Fair were priceless 
museum pieces, displays showing manufacturing proc- 


156 














Line waiting outside the Hotel Sheraton to 
get into Scheer exhibit (above). Scene in 
hotel lobby (below) was nightly occurrence. 
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esses, exquisite table settings, and other displays calcu- 
lated to interest the general public. 

Ground work for the fair was laid by the store far 
in advance. Two months before the opening date, the 
store contacted the Home Economics, Art, Merchandising 
and Retailing Departments in local schools, as well as 
all women’s clubs in the Rochester trading area. 

E. J. Scheer, Inc., explained what was planned, in- 
vited them to attend, and impressed upon them the 
necessity for reservations for the morning and afternoon 
colored slide lectures on the making of fine china. 

Response from schools and organizations was excellent, 
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~ brilliant new crystal creations 
the spotlight at all the shows and ¢ 
nating hostesses everywhere. oe 
oo. amg hand-blown fer Ave 






panda Malnade labs Lk 







The finest in glassware . . . made in America by hand sisiicstniee AA ane 
and nationally advertised for more than fifty years 
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with clubs as far distant as the Pennsylvania border 
making reservations. 

The Fair was advertised a month in advance on tele- 
vision. Newspaper advertising started two weeks ahead 
and tapered off the second day of the show. 

Ten thousand personal invitations were mailed, in 
hand-addressed envelopes, each containing two tickets 
which entitled the bearer to participate in a drawing of 
four daily prizes, as well as in the drawing for the grand 
prize on the final day. 


The daily prizes were: 

lst—Two place settings of Gorham sterling. 

2nd—tThree place settings of Castleton china. 

3rd—Starter set of Gorham silverplate. 

4th—$15 credit toward choice of Hawkes crystal. 

The grand prize included four place settings of Gorham 
sterling, four place settings of Castleton china and four 
place settings of Hawkes crystal. A special prize on the 
final evening was a sterling and crystal beverage mixer 
from Hawkes. 
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After the opening of the “Fair drew such 
crowds, aisles were roped off in exhibr 
area in order to facilitate traffic flow. 


Victorian Room of Hotel Sheraton (below) 
set up for the exhibition. Silver, ching 
and glassware were shown in table settings 
and in individual groupings around walls 





The affair was well advertised by Scheer's 
and in addition, received full cooperation 
from the newspapers in the way of publicity. 
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One side of the Victorian Room in the hotel, scene 
of the Fair, was set up for the slide lecture, with platform 
and screen, and as many chairs as could be handled. 

Located along two other walls were displays of silver, 
china, and crystal. In a hollow square in the center were 
set up tables and buffets with Gorham sterling, Castleton 
china, and Hawkes crysial for various formal and in- 
formal functions. 

The decorative scheme was carried out in floral center- 

(Please turn to page 164) 
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FRESIAN 
5 pe. place setting 
$6.65 


retail 


BOOTHS 
CHINESE TREE 


5 pe. place setting 
$5.45 


retail 
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Nationally advertised BOOTHS, long 
distinguished as a leading producer of 


dinnerware, and specialists in hand-work 
by skilled artists and craftsmen. 


BOOTHS 
BOOTHS WASHINGTON 
STANWAY 5 pe. place setting 
5 pe. place setting $4.95 
$5.95 retail 


retail 


Authentic adaptations of 17th Cen- 
tury Chinese decorations, historic 
18th Century designs, delightful old 
Delft, Bow, Lowestoft and Chelsea 
types, have made BOOTHS out- 
standing for generations. 









BOOTHS 
MAYFAIR 


5 pe. place setting 


$6.65 


retail 


BOOTHS 
ROCK ROSE 


5 pce. place setting 


$4.95 


retail 











TO INTRODUCE BOOTHS TO YOU we offer 5 piece PLACE SETTINGS—contain- 
ing dinner, dessert, bread and butter plates and tea cups and saucers. Prices listed are 
retail. Terms F.O.B. New York, plus a nominal packing charge. Unless, of course, 
the pattern is already controlled in your locality. 








Send your order for Place Settings Now e 








MIDHURST IMPORTING CORPORATION sew york 5. ¥. 
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Hurricane Lam 





by Madeline Love 





= a few days the round of spring Shows will begin, 

starting off with the two simultaneous china, glag 
and gift exhibits in Pittsburgh, which many jeweler 
from all over the country are planning to attend. Ang 
what will they find there? 

More than anything else, perhaps, most dealers in this 
type of merchandise hope to find something sparkling 
new and smart to put zing! into the store during the 
coming months. And they hope to find that this ney 
“something” is priced lower than it would have been g 
year ago. This may be true in the case of certain gift 
items—but there will be little if any difference in the 
prices of staple lines. There are sure to be many ney 
designs, of course, but prices are regulated by labor and 
material costs, and we all know that those costs remain 
as high as ever. 


5 gar rar rar 
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ORE gift shows are being added to the long roster 

of spring exhibits. One of them is George Little’s 

new Washington Gift Show, scheduled for January 15 to 

19 in the Hotel Willard, Washington, D. C. Two floors 

of the hotel will be utilized, with a total of 84 rooms for 
the display of merchandise. 

Then in February there will be the Mid-South Gift and 
Jewelry Show and Mid-South Variety Show at the King 
Cotton Hotel, Memphis, Tenn., from February 13 to 16; 
the Dallas Spring Gift Show at the Hotel Baker from 
February 19 to 24; the 225 Fifth Avenue Market Week 





Christmas Display of Irish Belleek 


sparkling hand-cut crystal chimney 
- - « lustrous silver plated base 


In Silver City’s newest decorative piece, the delicate 
hand-engraved Daisy pattern on the erystal chimney 
reflects the fragment-gleams of sunlight or evening 
candle-glow ... to highlight and distinguish a chosen 
mantel or serving table. The full flowing lines and rich 
tone of the silver base offer dramatic contrast to the 
exquisitely fashioned chimney. The high taste and dis- 
tinctive artistry of Silver City’s Hurricane Lamp means 
, a rich windfall of sales for you! 


Dimensions: Height 1414”; Diameter of 
Chimney 514”; Diameter of Base 614”. 


Suggested retail price, $35 pair. 


é je ‘ é o °-- Part of Fifth Avenue's Christmas displays was this windowful of Irish 
| a Ly “3 Y/ Belleek china at Plummer's, Ltd., New York. Back on the market 
e A d C ( Tj ‘ ( again in full production after lean war years, this unique ware with 


its mother-of-pearl finish, was shown not only in teaware but in the 


G L A S S C O M P A N Y familiar flowered and openwork pieces, and included several classic 


figures as well as the central, one-of-a-kind flower holder. This 
MERIDEN © CONNECTICU 7: latter, called an “international piece,” is intricately and delicately 


made, complete with Ireland's symbolic wolfhounds. 
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EXQUISITE LACE FIGURINES FROM GERMANY! 


We have waited a long time to secure this particular line of masterpieces in lace 
work as we wanted the best. There is perfection of detail and workmanship, col- 
oring and modeling. Naturally they are not available in unlimited quantity. 





N EWI FROM ENGLAND: Lines from new sources in fine giftware in a wide variety of items. NEW dec- 
. orations in our fine Bone China teas and a.d.’s, some with matching salad plates, from 
Plant Tuscan. Black decorations available. New items from Grimwades Royal Winton. 

James Kent Chintzware. English cake plates and servers. 


FROM GERMANY: Here again we have secured new sources producing fine giftware, china 
and glass. Hummel figures. Carl Ens Shell Porcelain. 


FROM ITALY: The Italian market has been combed for the more artistic and better types of 
art and giftware, and an entirely new line will be presented. 


FROM SWEDEN: Beautiful line of fine carved crystal. 


DOMESTIC LINES: Robert Simmons Ceramics, California Lace Dresden, Dee-Mar Studios, all 
exclusively controlled. 





AT PITTSBURGH aus 
THE ENTIRE EMPIRE ROOM, JAN. 5—12 wn 


has been engaged to display these fine new lines. In attendance: Mr. V. Clay Ealey; KEYSTONE SHOW 
Mr. Ralph Warren; Mr. James Cassel; Mr. H. C. Minch; Mr. Glenn Massey; Mr. Wm. . 
Hayes; Mr. Henry Ebeling; Mr. Robert Ebeling. HOTEL FT. PITT, PITTSBURGH, PA. 


ALSO SHOWING AT Buffalo Gift Show: Feb. 5th to 8th, Statler Hotel, Room 308. Atlanta Gift Show: Jan. 
23rd to 26th, Municipal Auditorium. Chicago Merchandise Mart Gift Show: Jan. 30th to Feb. I 1th, Room 1557. 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 
NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 
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OUR COMPLETE NEW LINE iS SHOWING 
IN LOS ANGELES: Hotel Biltmore, January 22 to 27 
IN NEW YORK: Hotel New Yorker, February 20 to 24 


Beth Weissman Suc. 


49 WEST 23rd STREET, NEW YORK 10 
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* New York, February 20 to 24; the Eastern Gift and 
Lamp Show in the Hotel McAlpin, February 19 to 23; 
the Northwest Gift, Art and Housewares Show ip the 
Radisson Hotel in Minneapolis, from March 12 to 16: 
the Baltimore China, Glass and Gift Show in the lad 
Baltimore Hotel, from April 16 to 19; the “49th State 
St. Louis Gift, Art and Housewares Show in the Hotel 
Statler, from April 16 to 20. And a change: The Ney 
York State Gift and Art Show set for January 22 to 25, 
has been moved from Buffalo to Rochester, N. Y., and 
will be held in the Powers Hotel. 


LASSWARE being produced by two factories which 
are among the oldest and best-known “names” jp 
English ware is now distributed through the firm of 
Hambro House of Design, 19 East 53rd Street, New York. 
They are Thomas Webb Co., Ltd., and Stourbridge Glass 
Co., Ltd., and a collection of about 35 cut or engraved 
patterns is being shown there, all authentic reproductions 
of early English designs. 
% 





% % 


LEPHANT gray, black plum, putty beige and pome. 
sranate are the colors used in decorating these show. 
rooms at 225 Fifth Avenue, New York, recently opened 
by the newly formed company of Rees & Orr. The firm 





is to be national distributor of a line of decorative framed 
mirrors by the Hagemann Glass Co.; porcelain acces- 
sories from the Royal Ceramic Art Co.; and tableware 
and serving accessories made by the Obler Silver Co. 
The company will also be Eastern representative for lines 
of occasional furniture, lamps and linens. The partners 
in the new company, John F. Rees and John M. Orr, 
have had long experience in the various phases of home- 
furnishings merchandising—buying, selling, and promo- 
tion, and their showrooms offer many display ideas 


suitable for stores. 
* * % 


ECENTLY elected officers of the 225 Fifth Avenue 
Association, Inc., composed of wholesale giftware 
houses in that building, include S. S. Sarna, president; 
Lew Fischer, of Fischer-Marks, vice president; Norman 
C. Preston, secretary; and Eric Bauer. treasurer. New 
directors chosen are Ernest Rosenfield, Ken Zahn, and 
C. H. Greenlee. The election was held at a combined 
business meeting and cocktail party in the Prince George 


Hotel on December 7. 





*% % % 


EGISTERED California is planning to hold another 
exhibit in Chicago during the gift show, January 30 
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to February 10. Called a Gift and Dinnerware Show, it 
will be held at the Morrison Hotel and nearly 100 lines 
1 be shown—almost double the number exhibited last 
<ymmer. The organization is moving into new head- 
quarters in Los Angeles. occupying Room 1105 in the 
Penthouse of the Brack Shops Building. 


“4 
ae 


wil 


MONG 150 objects chosen for their good design and 
' ; L *?r « 
A syitability as gifts for 510 or less, exhibited by the 
Newark (N. J.) Museum. were this American-made tea- 





set and vase and Finnish-made glassware. The teaset is 
in the “Westwood” pattern in Franciscan china and the 
- 


vase was made by Design Technics. The giassware is 
from the Karhula faciory in Finland. 


OSEPH W. IRWIN, son of Rodney C. Irwin, general 

sales manager for A. H. Heisey & Co., Newark, O., 
olass manufacturers, has gone to Dallas, Tex., to be sales 
representative there under the management of the James 
V. Thomas Co. He will cover West Texas, New Mexico, 
Colorado and Wyoming. Jasper B. Williams has been 
named representative under the Thomas company in 
Texas. Arkansas and Louisiana. 


ARBARA HANLEY has been named china, glass and 
sift buyer at the C. D. Peacock jewelry store in 
Chicago. She was formerly assistant to Miss Dorothy 
Durkin, who has resigned to go with Lord & Taylor in 


New York. 


| KEPNEWS CO., New York importers and _ sales 

agents, has appointed Dillon-Wells, Inc., of Los 
Angeles, to be its sales representative in the West. The 
firm has just received some new bisque and Dresden 
figurines, as well as Schierholz candelabra and bowls, 
from abroad. 


ORNELIUS FLIASHNICK, who has _ represented 

Everlast in the Southwest for some time, has re- 
signed to go with the Syracuse Ornamental Co., as gen- 
eral sales manager. He will be succeeded at Everlast by 
Joe Rubinstein, who formerly covered the Southwestern 
territory for Newland, Schneeloch & Piek, Inc. 
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19 EAST 26th STREET (Near 5th Avenue ) 








PAUL A. STRAUB & CO., INC. 


“BRIGHTON” 


Dinnerware 
from the famous 


Lorenz Hutschenreuther 
factory 


Faney edge finished 
with fine burnished 
sold... half-handles 
and knobs in gold. 


Available in 94-pe. 
and 64-pe. sets; also 
in open stock for 
immediate delivery. 


See us at 
Keystone China & Glass Show 
Booths G, H, | and J 


Gold Room, Fort Pitt Hotel 
Pittsburgh 


January 5 to 13 


NEW YORK 10, N. Y. 
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‘Homemaker Fair’ 


(From page 158) 


pieces, creating a pleasing picture against the room’s 
Victorian background. 

Gorham, Castleton, and Hawkes not only sent an ex- 
cellent selection of their finest wares, both contemporary 
and museum pieces, but representatives from their plants 
as well. 

A lecture on the making of china was given twice 
daily by a Castleton representative, followed each session 
by short talks on silver and crystal by the Gorham and 
Hawkes representatives. 

The store management originally estimated that the 
Fair might draw a few hundred persons during the even- 
ings but had no idea the response would be so heavy. 
It was necessary to turn people away because of a lack 
of room in the hotel. Each night there was a line outside 
Hotel Sheraton waiting to get into the show, extending 
two blocks and more. 

And it was the type of crowd the management wanted 
to attract—well dressed, interested people who asked 
intelligent questions. Many said they had waited in line 
outside the hotel for more than an hour. 

Many famous names in the art world had a part in the 
display, including Picasso, Benton, Dali, Stuart Davis 
and Modigliani. The china collection consisted of dinner 
and luncheon services, tea sets and decorative accessories 
on which the paintings of famed contemporary artists 
were reproduced. There also were reproductions of 
Americana made from a series of decorative steel-pen 


drawings and water colors found in a wayside antique 
shop in Connecticut. 

Other features of the Fair were the crystal stemware 
made for the White House when Franklin D. Rooseye) 
was President; the biggest silver spoon in the world. 
one of the monogrammed goblets made to order “te 
Judge Elbert H. Gary, former President of United States 
Steel, at a cost of $900; and a set of china made fo, 
Haile Selassie, emperor of Abyssinia. 





Business Head’s Pix Promote Jewelry 
Hardy and Hays, Wood Street, Pittsburgh, Pa., have 


been publicizing local business leaders by exhibiting their 
pictures, mounted in sterling silver frames, in two win. 
dows facing Oliver Street. The pictures were borrowed 
from a photographic studio and permission of the indus. 
trial and banking heads was obtained before setting up 
the display. 

In addition to men’s jewelry for business and evening 
wear, other items usually bought by men, such as rings, 
cigarette lighters, watches, cocktail shakers, etc., were 
displayed with the pictures. 

Although not all the subjects of the photographs were 
customers of Hardy and Hays, they expressed interest in 
this novel, good-will building idea. 





In one midwestern city merchants’ staged a window 
dressing contest. Prizes were offered to merchants for 
the best five dressed windows, and shoppers were also 
given prizes for sending in letters on why certain windows 
impressed them most. 





newest lines displayed in convenient, 
orderly array. Here you'll also have the 
comfortable feeling of having reviewed 


: the best the world produces. 
CHICAGO — 
‘GIFT SHOW 








“EASTERN MANUFACTURERS AND IMP 


Samuel Keepnews, President 


ore 
PALMER HOUSE ee = 


A Passport to Comfort 


‘ Yes—the comfort of shopping the season's 
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BIT, INC. 


ORTERS EXHI 


John Rossetti, Vice President 


George F. Little, Managing Director, 220 5th Ave., New York 1,N. Y. 
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ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 





COPELAND 
pINerA 


SPObl 


ENGLAND 


Fine English Earthenware 





P SPOUVE 
COPELANCS CHINA 
English Bone China LANDS Ct 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





New! Fraternal Rings.... with meaning 


MASONIC RIN G* 


Here's a Masonic Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-Kt. gold . . . . $35 

14-Kt. gold . . . . $42 
Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patents Pending 


ARTS « CRAFTS 
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106 ANN STREET 
HARTFORD, CONN. 








Stars of David 


New Attractive 


Designs 
in 14Kt Yellow and White Gold 


HAND 
ENGRAVED 





ae Selection on Request 
ANTIQUE REPRODUCTION EARRINGS 
IN 14T GOLD 


M. MOROCH 


22 Eldridge St. New York 2, N. Y. 
Phene: Walker 5-4638 
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You'll want this 
colorful, 46 page Trof 
Craft 1950 Catalog with the se 
tested Trophy-Craft line -" tropht 
and ball charms. And introducing the new 
Trophy-Craft economy series that wee real 
quality into the low price field for the first time. 


Write today for your free copy of the 1950 
FREE... Trophy-Craft Catalog. 


249 N. Reno St. 
Los Angeles 26 


California 
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‘Truman Reported to Ask Substitutes 
For Wartime Taxes, : New York Times 


He is Said to Feel Some Excise 
Levies Should be Ended, but 
Opposes Revenue Loss 


The above head and subhead on a front 
page report in the December 2l]st edition 
of The New York Times provided sub- 
stantial credence to the increasing re- 
ports from reliable sources than an im- 
portant change in the thinking of those in 
the Executive Branch of the government 
has taken place during the past few 
months regarding excise taxes. 

According to the Times story, President 
Truman was reported “to have decided to 
recommend repeal of wartime excise taxes 
that he considered ripe for elimination, 
but would want to make up the revenue 
thus lost by levying new taxes.” 

This Times story, appearing in the top 
outside column of page one, was a spe- 
cial by Anthony Leviero, the same writer 
who five days earlier had reported on the 
President’s statement that the whole mat- 
ter of excise repeal was under study. 


EXCISE REPEAL UNDER STUDY 


This followed the same line of thought 
as the surprise announcement that made 
front page headlines throughout the na- 
tion on December 15th, when President 
Truman officially disclosed in Key West, 
Fla., that repeal of wartime excise taxes 
is under consideration by the Adminis- 
tration. He said experts from the Trea- 
sury Department and staff members of the 
tax-writing House Ways and Means Com- 
mittee are meeting to consider the wisdom 
of such a step and whether to recommend 
new taxes to offset them and balance the 
budget as well. It is always his aim, the 
President said, to balance the budget. 

Truman, at this Key West, Fla., con- 
ference, said that his budget and State 
of the Union messages to Congress this 
month will contain his recommendations 
on both the question of excise tax repeal 
and new taxes on corporation profits. 

The President’s announcement came as 
a complete surprise because of his pre- 
vious silent opposition to repeal of excise 
taxes and in view of the current budget 
deficit which he has been consistently try- 
ing to correct. 

It was regarded as a distinct possibility 
by some observers, that certain highly 
placed Administration officials, who have 
privately indicated that they would press 
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for repeal of excises at the next session of 
Congress, were able to convince the Presi- 
dent that it’s high time to heed growing 
public demand for repeal of wartime ex- 
cise taxes. Or, Mr. Truman may have been 
influenced by the “certain recommenda- 
tions” made by Commerce Secretary Saw- 
yer when he reported to the President on 
the results of his recent nation-wide eco- 
nomic pulse-taking tour. 

Just four days prior to Mr. Truman's 
statement, Secretary Sawyer indicated .that 
he would ask the President to recommend 


repeal of high wartime excise taxes thi. 
year. Mr. Sawyer, interviewed on a radio 
program, stated, “Repeal of excise taxes. 
as would be true of any tax relief, would 
be an incentive to business.” 

Business men and business groups all 
the way from Massachusetts to Cali. 
fornia, Secretary Sawyer reported, urged 
a reduction or elimination of the wartime 
excise taxes, which were designed to dis. 
courage inflationary spending. However, in 
explaining that he would report the find- 
ings of his “grass roots” tour of the nation 
to the President, Mr. Sawyer reminded re. 
porters that Secretary of the Treasury John 
W. Snyder, and not the Secretary of Com. 


(Please turn to page 175) 














Dust Settles in the 
ANWA-UHAA Controversy 


Verbal brickbats. charges and counter 
charges were exchanged rather freelv dur- 
ing the past month by officers of the 
United Horological Association of America 
and officers of the newly formed American 
National Watchmakers Association. The 
issues in question between the two organi- 
zations came about as a direct result of 
the recent split between some of the former 
top officials of the UHAA and those who 
are present officers of that organization. 
These men separated from the UHAA 
during October and formed a new national 
watchmakers association. the ANWA. 


— 





Temporary president of the ANWA is 
F. A. Morey of Cleveland, who has re- 
signed as president of the UHAA. Other 
top ranking officers of the UHAA who left 
that group and took offices with the 
ANWA are: John J. Nooyen, Encinitas, 
Calif. (chairman of the executive board 
and a past president of UHAA), now vice 
president of ANWA: Wm. Ramisch, Fast 
Cleveland. Ohio (vice chairman of the 
UHAA board of trustees), treasurer of 
ANWA: B. W. Heald. Milwaukee. Wis. 
(past president and legal adviser of UHAA 
and secretary of the Wisconsin Retail 
Jewelers Association), ANWA_ secretary. 
and J. P. Sommer, Pittsburgh, Pa. (chair- 
man of the board of trustees and past 
president of the UHAA). member of the 
ANWA _ board of directors. 





Mainly, the controversy seemed centered 
on the following issues: 





Officers of the ANWA claim that George 
Y. Swartzendruber, newly appointed pres 
ident of UHAA, “voluntarily and enthusi- 
astically became the first paid member of 
the American National Watchmakers As- 
sociation.” The association issued a copy 
of an affidavit signed by six watchmakers 
who it purports attended the incorporation 
meeting of the ANWA on October 26th, 
which statement was released as substanti- 
ation of the ANWA claim. 

According to the affidavit, Swartzen- 
druber stated at the incorporation meeting 
that he wanted to be the first paid member 
of the ANWA and “did proffer to the 
secretary of the ANWA the sum of five 
dollars.” The affidavit also stated that 
Swartzendruber’s dues were accepted “and 
his name placed at the top of a list of 
members following his example in paying 
their dues.” 

Subsequently, in a letter dated November 
llth, George Y. Swartzendruber vigorously 
denied this, stating “I do not intend to 
belong to your association.” Wrote Swartz- 
endruber in this letter addressed to F. A. 
Morey, president of the ANWA, “I have 
not been notified of my membership, and | 
will not be a member of your association.” 

B. W. Heald. secretary of the ANWA, 
in an open letter to Orville R. Hagans. 
executive secretary of the UHAA, claimed 
that on July 16th UHAA had only 1726 
paid active members and only lo state 
associations affiliated and continued. “State 
associations in Wisconsin, Minnesota, Ohio, 
Pennsylvania and North Carolina were in- 
cluded in the number you claimed (15) 
and now no longer require of their mem- 
bers membership in the UHAA. You 
should know that you have lost five of 


(Please turn to page 168) 
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Cincinnati Boasts of New Modern Gem Laboratory 


Services Industry in All Phases of Gemology; 








Laboratory Also Conducts Advanced Gem Classes 


The Cincinnati Gemological Laboratory. 
located in Suites 208-210 Keith Bldg., 525 
Walnut St., Cincinnati, Ohio, has been 
functioning as a service to the jewelry in- 
dustry in all phases of gemology. Since 
its recent establishment it has also offered 
the public scientific appraisal and perma- 
nent registration of jewelry—a nationally 
unique service. Services to the public are 
limited to appraising for insurance, estate 
and court purposes, for which purposes it 
has been used by leading insurance com- 
panies and jewelers. 

The laboratory was founded by and 
operated under the ownership of Edward 
F. Herschede, Jr., Certified Gemologist, who 
is director. 

Herschede, who received his degree of 
Certified Gemologist from the GIA, in 1941, 
also operates one of the leading retail 
jewelry stores in Cincinnati. He is the 
third generation of a family whose name 
has long been identified with jewelry in 
the Middle West. 

Services of the laboratory to the jewelry 
industry includes gem identification, dia- 
mond and gem grading, diamond quality 
standardization for stock purposes, apprais- 
ing of customers’ jewelry for other jewelers 
for insurance, estate and court purposes. 


consultants on problems related to dia- 
monds and gems. 


EDWARD F. 
HERSCHEDE, JR. 


Certified Gemologist, 
Founder of Laboratorv 
and its Director 





The laboratory also conducts advanced 
study groups for jewelers who are studying 
or have studied gemology. These classes 
are conducted twice a month and continue 
for 12-month periods. At present there are 
24 jewelers attending these classes. 

The exacting and impartial appraising 
service is based on factors resulting from 
scientific testing and grading of gems with 
gemological instruments in conjunction 
with an accurate estimate of duplicating 
the manufacture of the jewelry. 

Pictured are several of the steps used 
in appraising. All diamonds are graded to 





Holdup-proof interlocking doors separate the 
office from the laboratory proper. 





Degree of perfection is graded under the 

gemological binocular microscope and 

matched accurately to one of the 14 stand- 

ard diamonds which represent each grade 
of perfection. 
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Color of diamonds is graded in Diamolites 

under magnification for exact color against 

eight standard diamonds ranging from color- 
less to slightly yellow. 


Cincinnati Enquirer Photos by C. Wellinger. 





This measuring microscope enlarges the dia- 
mond 20 times to measure the proportions 
of cutting. 


one of eight colors and one of 14 degrees 
of perfection against actual diamond stand- 
ards permanently maintained by the labora- 
tory. The closeness of evaluation, based on 
these two tests. becomes apparent when it 
is realized that each diamond graded is 
limited to a single one of a combination 
of 112 values for a stone of the same size. 

This procedure requires the permanent 
maintenance of various sets of standards 
in different sizes. so that diamonds of each 
<ize may be compared with standards of 
their approximate size. 

Colored stones are handled the same as 
diamonds, their valuation being a result of 
vrading for color, perfection, make and size. 

After each stone is graded, its value is 
taken from a chart of the current price for 
that quality stone for its specific size. In 
addition to evaluating the stones, a com- 
petent jewelry manufacturer, retained by 
the laboratory, estimates the cost of fabri- 
cating the mounting. A record is made of 
the type of metal, number of pennyweights. 
hours of jeweler’s labor and time of setting. 
This cost, when added to the cost of the 
stones, provides the valuation of each piece. 

Permanent registration includes a treated 
“Imagegraph” of each piece, to show 
minute detail of fabrication, size, color, 
perfection and cutting of each stone, type 
of metal, weight of piece and hours of labor, 
so that a new value may be placed at any 
future date without rehandling the piece. 





All jewelry is treated and “Imagegraphed™ 
for permanent registration. 





Mounted stones are estimated for weight by 

accurate measurement of all dimensions with 

instruments, and the correct weight is then 
calculated with extreme accuracy. 
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ANWA-UHAA CONTROVERSY 
(From page 166) 


the 15,” Heald declared. “You have now 
lost 45 affiliations (state and guilds) .” 
When asked about rumored reports of 
the defection of state afhliations, Hagans 
replied, “There is no reason te comment 
on any alleged action by certain states. 
We have not had one official communica- 
tion to support or verify any such action.” 
At the same time, Hagans said, “We 
are not alarmed that certain people—even 
our former officers might have differed 
with the progressive plans and ideas for 
the advancement of our members and the 
association. We welcome constructive help 


at all times and our office is always open 
to anyone. But it is disappointing that 
certain members would have resorted to 
secret methods while still in office and 
prior to submitting their resignations from 
the offices to which they had been en- 
trusted by the confidence and vote of the 
national membership.” 

Although there is no evidence in any of 
the releases received by THE JEWELERS’ 
CIRCULAR-KEYSTONE that the ANWA ac- 
cused Hagans of autocratic rule, Hagans 
continued the communication by referring 
to an official communication from his office 
mailed June 15, 1949, to all officers and 
members of the Executive Board of UHAA 
which, at that time, included all the re- 





Linde Synthetic 
Sapphires and Rubies 


Represented by 


Louis M. 
eolial-talel-ige 
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Selections from 
the vast J. & H. Flyer 
platinum and diamond 
line... THE LINE 


WITH SALES APPEAL 


37 W.47th ST. 
NEW YORK 
19, N.Y. 


Dept. A 





cent resignees. In_ that letter, Hagans 
wrote: “For many years I have tried + 
get the Executive Board and the Bein 
to accept the responsibilities of their re. 
spective offices. ... This has resulted in 
the necessity for the formulation of plans 
and programs by myself, without the ad. 
vice and counsel of the other members of 
the Board. I want you to know that | 
am not in favor of this type of an opera- 
tion, but the seeming lack of interest op 
the part of the Executive Board and the 
officers made this necessary if we were 
to continue.” 

Hagans stated that it is a matter of 
record in the official minutes of the Exee. 
utive Board meeting of July 16-17, 1949, 
that during the session not one voice was 
raised by those present representing the 
entire membership of UHAA in protest or 
criticism of the policies or operation of 
the office of executive secretary. However, 
Hagans says that he is quoted in these 
same minutes as saying to the members 
of the Executive Board: “You must extend 
your help. You must agree that one man 
cannot do this job. From now on, | 
must insist on spreading association work 
among the entire board in carrying out 
association business. Draw up your pro- 
gram and [ will carry out my part of the 
deal to the best of my ability.” 

“Does that sound like ‘autocratic op- 
eration’?” questioned Hagans. “Does that 
sound like a desire to foster or continue 
‘one-man leadership’?” 

Meanwhile, in discussing future policy 
of UHAA, Hagans said that national dues 
for 1950 are $4.00. “With reduction of 
national dues to its original $4.00,” Hagans 
stated, “there is little or no reason why 
the general membership should not in- 
crease sharply.” 

In response to a telephone interview 
with Hagans as the JEWELERS CIRCULAR- 
KEYSTONE went to press, Hagans expressed 
the wish to have his former statements 
accepted as final in an effort to restore 
tranquility and stability to the profession. 

B. W. Heald was called upon the same 
day for a last minute statement regarding 
the number of state associations that have 
become afhliated with ANWA and was 
asked for a _ statement regarding the 
present position of ANWA in relation to 
the present controversy. Heald stated that 
he challenges anyone to disprove the truth 
of statements put out by his office. 





Associate Jewelers Banquet 


The Associate Jewelers, Inc. will hold 
its 30th Anniversary Banquet on Saturday, 
January 21 at the Plaza Hotel, New York. 

A gala evening has been arranged by the 
committee consisting of Herman Ostrin, 
Ostrin Co., Philip Skalet, Skalet Mfg. Co., 
and David Sarkin, David Sarkin, Inc. 

Members of the Association and guests 
affliated with the jewelry industry have 
been invited to attend this affair. 


q The R. W. Chase jewelry store in Her- 
mosa Beach, Calif., has been purchased 
by Wm. H. Gordon of San Fernando, 
Calif., who will operate the store under 
his own name. 
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FOR GIFT GIVERS ONLY 


To make thousands of Christmas shop- 

rs more conscious of the glamour of a 
gift from the Jeweler’s, the Jewelry In- 
dustry Council furnished newspapers 
throughout the nation with a Christmas 
publicity release and a large selection of 
photographs, including the one pictured 
= purpose of the nation-wide publicity 
campaign was to make the consuming 
public more aware of the prestige, in- 
tegrity and good taste assured by a pack- 
age from the Jeweler Ss. The ever-growing 
Jewelry Industry Council, through its na- 
tional advertising campaign and other 
promotional activities, is constantly re- 
minding more and more Americans to 
shop at their Jeweler’s for every gift 


occasion. 





The brilliant flower pin shown above, 
which the Council recommended for 
Christmas giving, is rhodium finished with 
rhinestones set in several levels to give it 
lifelike dimension. As sparkling accom- 
paniment the JIC suggested matching ear- 
rings and bracelet and the white gold ring 
set with pseudo white and blue sapphires. 
Pin, bracelet and earrings by Trifari. Ring 
by Shiman Manufacturing Co. 


International To Give Spoon 
To Babies Born New Year's Day 


The oft-repeated wish of parents that 
their children be born with a silver spoon 
in their mouth will come true for those 
having a child born January 1, 1950. 

The International Silver Co. recently 
announced plans for giving an 1847 Rogers 
Bros. baby spoon to all boys and girls 
born this New Year’s Day. 

To receive the silver spoon, it only is 
necessary to send a card to 1847 Rogers 
Bros., Meriden, Conn., stating name and 
address of the parents, the name of the 
attending physician and the hospital. 

According to the latest U. S. Public 
Health Service statistics, there may be 
9996 children born this New Year’s Day. 
This was the average number of births 
per day the first nine months of this year. 
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Press breaks down = but $2.88 
keeps cditions rolling 
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Press broke down at 5 p.M., at end of evening edition’s run. But this publisher 
got replacement parts in a hurry the same way he gets electros, mats, news photos 
—by Air Express. An 18-lb. carton traveled 500 miles, was delivered by 11 P.M. 
Shipping charge $2.88. Morning edition published as usual. 


—— | 
All Scheduled Airline flights carry Air 
Express. So shipments keep moving. All 
business profits from its regular use. 
Improves customer service; manpower 
or equipment never stands idle. 





Air Express is the best air shipping buy 
to keep any business rolling, since low 
rates include door-to-door service. An- 
swers your problems because Air Express 
is fastest and most convenient. 


Only Air Express gives you all these advantages 


World’s fastest shipping service. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline offices. 

Experienced Air Express has handled over 25 million shipments. 
Because of these advantages, regular use of Air Express pays. It’s your best air 
shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 









Rates include pick-up and delivery door 
to door in all principal towns and cities 





A service of 
Railway Express Agency and the 
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ness houses destroyed in the huge ¢p 
N- 


Mermod-Jaccard-King Jewelry Company iemesion site Doouaniite 
Undaunted by this tough blow, Jaccard’ 


Marks 120th Year of Uninterrupted Service | :vened almost immediately in tempo, 


quarters on the east side of Fourth 





Stree; 
The history of the Mermod-Jaccard-King Young Jaccard’s line of Swiss merchan- Jaccard’s amazing growth quickly the 
Jewelry Co., the oldest jewelry establish- dise became so popular in his first eight lelled that of St. Louis. In 1859, Jaccard's 
ment in St. Louis, Mo., has been as colorful years that he found it necessary in 1837 by this time one of the city’s top jeweln 
and romantic as any such firm in the nation to enlist the aid of his nephew, Eugene purveyors, underwent another major change 
through its 120 years of uninterrupted Jaccard, and to move to larger quarters at when Mermod and D. C. Jaccard withdrew 
service. 66 Main Street. A third member of the from the firm of Eugene Jaccard and. to. 
“Jaccard’s,” as the company is more in- clan, D. C. Jaccard, associated himself with gether with C. F. Mathey, formed the firy 
timately known to St. Louisans, grew up the growing firm and then a cousin, A. S. of D. C. Jaccard and Company. 
with America and with St. Louis. In the Mermod, entered into the partnership. In 1883, the jewelry firm was incor 
year 1829, Louis Jaccard, a watchmaker One of the greatest calamities in St. rated as Mermod and Jaccard Jewelry Com 
from St. Croix, Switzerland, opened a small Louis history occurred on May 17-18, 1849. pany, with A. S. Mermod as president. D c 
shop at 36 Main Street. It was the Great Fire, and among the busi- Jaccard as vice president, C. F, Mathey i 


treasurer and Goodman King, secretary 
The elder Jaccard died in 1899, four year: 
after Mathey. 








— 








Two years before Mr. Jaccard’s death, ip 
1897, the company, which was now in jts 


. CO 
A # 68th year and flourishing despite the finap. 
> 4 6 cial panic several years before, opened an. 
0) 0 Or i ; y other store even larger than the previous 






one at Broadway and Locust. At that time 
the firm had as its directors A. S. Mermod. 
E. A. Jaccard, Goodman King, and C(. F 


‘You get this tray-and MODE | 





However, it wasn’t long after the ney 
store opened that fire was to bring tragedy 
once again to Jaccard’s busy doors. On 
fateful Sunday morning in 1897, just four 
days before Christmas and at the height 
_ - ie _ of the holiday buying season, Jaccard’s new 
8 ) ice ee Se oe : building was completely demolished by 

< ot af OF PcG AE la flames—for the second time in its history. 
ua Acting upon the initiative of Secretary 
King, the firm quickly bought out two other 
jewelry stores and opened on Monday morn- 
ing directly across the street. 







go {/ 





ee ee 


This amazing recovery from impending 
disaster created such public attention that 
the crowds at the opening of the new store 
were just too much, and the customers had 
to be admitted twelve at a time to keep 
some semblance of order. 






ment is polished and reviewed an- 


nually to insure steady turn-over of The successful firm now realized it was 
each design featured. ready for its own building. So it erected 
Here’s what you get with your the very ornate Mermod-Jaccard Building 


Twenty-four hour service for on the old 100 x 127 feet store site at Broad: 


personalized engraving and ship- way and Locust, the structure which is 
: now known as the Chamber of Commerce 
ment of every set you sell. Again at 


initial order of twenty Rings-O- 
Bliss matched wedding sets 


, ; Building. 
An eye-catching tray... no extra cost, just part of our ex- oo, ‘ 
‘ cai I ‘ ead It was during this time that Jaccard’s 
grain-leather, velvet-lined; the per- tensive service-to-dealers program. once more expanded, buying out the Eugene 


Jaccard business and also purchasing the 


Extra sales and added profits | fim of Merrick, Walsh & Phelps Jewelry 
that come when fine rings are dis- Company. Four years after this enlarge: 
played to maximum advantage in ment, in 1905, the firm’s name was again 
bs complete line of high quality, the eyes of potential buyers. All changed — to its present form — Mermod- 


e e e e e e , ve a < oO a *“T 05 
. ' - -O0-Bliss. Jaccard-King Jewelry Company. By 19 
fast-moving sets in all sizes. Assort- yours with Rings-O-Bliss cies al dhe daeacunae aan aa 


Write for beautiful new 1950 catalog of Bliss Rings president; C. F. Mathey, vice president: 
A few choice territories available in 1950 for established salesmen R. O. Bolt, secretary, and E. H. Mead and 
A. C. Stuart. directors. 


In 1916 a major change came to Jaccard’s 

when the firm entered into a leasehold with 

A ‘ Scruggs-Vandervoort-Barney, Inc., locating 
the store at the southwest corner of Locust 

ow J - and Ninth Streets. where it remains to 


this day. 
29 EAST MADISON STREET e CHICAGO 4, ILLINOIS Present officers are: Frank M. Mayfield, 


fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 
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president ; William G. Young, vice presi- 
dent; J. F. Bernoudy, secretary; Laurence 
Mallinckrodt, treasurer, and a board of 
irectors. 

i‘ aa and Ninth Street location, 
m addition to ground floor selling depart- 
jewelry manufacturing and repair 
shops are operated on the ninth floor. 

And something new 1s about to be added 
to the MJK story. In a few months this 
esteemed old firm will open its new subur- 
han store in Clayton, in suburban St. Louis, 
to better service its loyal clientele. Both 


ments, 


the archilecture and the interior designing 
will sustain the simplicity and historic tra- 
ditions of Jaccard’s. 


Novel Valentine Display 
To Be Distributed by AJD 


Designed to promote the sale of all 
jewelry ilems, an attractive display card 
will be mailed by wholesale concerns com- 
prising the American Jewelry Distributors 
to over 7000 of their retail jeweler ac- 
counts. The Jithographed card, which 
can be used for a window or counter 
display, will be mailed around the first 
of the year in ample time for the re- 
tailer 10 use it in displays of men’s and 
women’s jewelry suitable for gifts on 
Valentine’s Day. 

The display card will no doubt be 
readily acceptable display material inas- 
much as there is nothing on the card 
suggesting any particular type of merchan- 
dise nor any specific manufacturer’s name. 





‘ith easel hac ie “over-a car¢ 
With | back, the ‘ 1” l 


reported. Political storms arose in China 
with the nationalists losing more control 
and also in the Philippines where up- 
risings occurred at the polls. 

Roberts stated that religion and educa- 
tion are the best defense in Japan against 
the inroads of the Soviet. He added that 
although there is the element of danger 
in this area due to these facts, there is 
also hope for the future. 

He closed with the old Chinese proverb, 
“Tt is better to light one candle than to 
curse the darkness.” 

Jules Lindenbaum (King Jewelry Co.. 
Inc.) presided over the meeting of 75 
members and guests. Max Strasburg 
(Strasburg’s of Hollywood, Inc.) reported 
on the excise tax and small-fee member- 
ship organizations securing discounts from 
retail stores on many types of merchandise. 

Thanks from veterans at Birmingham 





General Hospital for manuals and watch- 
making materials were conveyed by Harry 
Prezant (Bulova Watch Co.), who is chair- 
man of the rehabilitation committee. 


J-B Watch Bands Fair Traded 


Max Jacoby, president of Jacoby-Bender 
Incorporated., manufacturers of J-B watch 
bands, recently announced that the firm’s 
products have been fair traded in all 
states where such practice is legal. 

The move was undertaken to restrain 
a small minority of the nation’s jewelers 
that have resorted to price cutting and will 
provide assurance for jewelers everywhere 
that J-B watch bands will be sold at the 
manufacturers suggested retail price. 

In making this announcement, Mr. 
Jacoby indicated that violators of fair 
trade prices will be liable to legal action. 











Tracer controlled engraving is the most 


modern way of personalizing — any 


unskilled person sirnply traces the grooved 


guide letter and the New Hermes 


does the rest — a beautiful monogram 


i2’s TRACE 


R-cONTR 


| yt FROM HAND ENG 


OLLED 

















FELLOW JEWELERS 
ARE JUST As 
SOLD AS | Ami 


SAYS L. D. HUBER 
AND Company, 
ST. LOUIS, mo. 













measures 9 x 9'4 inches and is three 
dimensional. Although these cards are 
to be distributed to a limited list of retail 
jewelers, an additional supply is available 
for other retailers not on the list as long 
as the supply lasts. It is available through 
the American Jewelry Distributors, Inc., 
681 Fifth Ave., New York 22, N. Y. 


-—-——- ——-— 


Roberts Reports on Asia 
At 24-Karat Club Meeting 


Featured speaker at the November 15th 
meeting of the 24-Karat Club of Southern 
California was Kent Roberts, lecturer and 
world traveler, who reported on current 
conditions in Asia. a 


The country there has been affected a 











or name engraved on any kind of “lam so pleased with the 
commend if to my col- 
f them have install 

, d en- 
gravers in their own store wee 
as ‘sold’ as I ami" 


srecious jewelr , flatware, fountain pens 
precious | ¥ , Rp leagues. — 


— even stainless steel watches. and are just 


USE OUR 
TIME PAYMENT PLAN 


— and pay out of profits. 








Write for descriptive folder Model G 


climatically by storms that destroyed 
thousands of homes and laid waste over 
40 per cent of China’s rice crop, Roberts 


13-19 UNIVERSITY PLACE * 


NEW YORK 3, N. Y 
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Zubrow Says Management Has Been Deficient 
In Training Its Jewelry Sales Personnel 


town Jewelers Association. More than 120 
persons were present at dinner and an 
additional 65 came in for the address and 
discussion following the banquet. 

Mr. Zubrow is Chief of Merchandising 
Research for the marketing consulting firm 
of Alderson & Sessions, and directed the 
1947 and 1948 ANRJA Cost and Operating 
Methods studies. In his address Mr. Zu- 
brow pointed out that the “1948 Selling 
and Shopping Survey” revealed that ap- 
proximately three out of four jewelry sales- 
men were merely good “order takers.” Only 
two out of four salesmen were capable 


Responsibility for poor salesmanship in 
jewelry stores and in jewelry departments 
of department stores was laid at the door 
of store owners and merchandise managers 
by Sol. E. Zubrow at the Youngstown 
Jewelers Association sales clinic on 
Wednesday, November 2nd. Charles E. 
Schmutz of Powers, Jewelers, Inc., com- 
mittee chairman, was responsible for the 
success of the dinner meeting in spite of 
the general unrest due to the steel strike. 
Mr. Zubrow spoke to a large and atten- 
tive audience—the largest group to attend 
such a session in the history of the Youngs- 
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of primary selling by removing Customer’ 
doubts about making the purchase in the 
particular store at the particular time 
of three salesmen only one had the qual 
fications for real creative selling s net 
sary in ringing up plus sales, 

He emphasized that jewelry managemen 
has been deficient in training its Pereonnel 
and in pre-conditioning customers to bu 
before they enter the store. “Pre-condy 
tioned sales” depend on an integrated gj} 
ing program in which advertisements are 
tied in with window displays, carrie 
through in the merchandise displays jp 
the store, and culminating in sales clerks 
who are informed on the selling points ang 
special value of the advertised merchap. 
dise. 

Part of the blame for the decline jy 
jewelry sales was also attributed to the 
buying practices of jewelry stores and 
jewelry buyers. The principal weakness 
here, according to Mr. Zubrow, is that 
jewelers are not buying with promotion 
in mind. Rather than coming to the mar. 
ket armed with complete information 0 
their past sales experience with various 
types of items in different price range 
and styles, too many buyers depend on 
their “feel” of the store for guidance, Ip 
addition they rely on a few resources and 
fail to scour the market for merchandise 
which will give them a competitive advan. 
tage in their community. 

Mr. Zubrow was introduced by Ritter 
Levinson of Harry Levinson Jewelers, 
Jerome Lieblich of King’s Jewelry Co., the 
newly elected president of the Jewelers 
Association of Youngstown, presided. Other 
newly elected officers were presented as 
follows: Vice President, Martin Dittman 
of Marty Ditts Jewelry; Secretary, Leon- 
ard Fox of Klivane Brothers; Treasurer, 
Charles E. Schmutz of Powers Jewelry, 
and the Board of Directors—Peter Kurjan 
of Kurjans Jewelry, Raymond Brenner of 
Raymond Brenner, Jewelers; Sylvan Ein- 
stein, of Strouss Hirshberg Co.; Robert 
Pugh of Pugh Brothers Jewelry, and A. 
Bousgas of Henry’s Uptown Jewelry. 


Buffalo Jewelry Concern 
Observes 100th Anniversary 


Alfred H. Dickinsen, jeweler, 278 Dela- 
ware Ave., Buffalo, N. Y., is celebrating 
the 100th anniversary of the founding of 
the Dickinson business. 

Known for many years as T. & E. Dick- 
inson, the business was founded by 
Thomas Dickinson who came to this coun 
try with his parents in 1836 from Leicester, 
England. He stayed a year, then returned 
to England to learn his trade. When he 
came back to Buffalo he worked for 8 
period as a journeyman jeweler. In 1849 
he opened his own store at 370 Main St. 

The firm carried on its business in 
Main St. for many years, at 254 Main 
St., 472 Main St. and 618 Main St. In 
1937 it moved to its present Delaware 
Ave. location. | 

Mrs. Elizabeth Dickinson, whose initial 
is embodied in the old firm name of 
T. & E. Dickinson, died in 1931 at the 
age of 94. The present head of the firm is 
a grandson. 


THE JEWELERS’ CIRCULAR-KEYSTONB. 








swiss Watch Fashion Show 
To Help Jewelers "Sell Up’ 


Added impetus to the campaign helping 
retail jewelers of America to “sell up will 
be provided by the press showing of “Ward- 
robe of Watches for 1950, sponsored by 
The Watchmakers of Switzerland in New 
York, January 10. . 

Fashion editors and writers from all parts 
of the United States will attend this style 
show—first industry-wide function of its 
kind in the United States devoted exclu- 
a showing of watches as an in- 


sively to , 
he American woman’s ward- 


tegral part of t 


robe. . . 
New models of ladies’ jeweled-lever 


watches which will be available for retail 
sale during the coming Spring and Sum- 
mer are being shipped to New York for 
display in this unique show. 

Many of the Swiss “firsts,” such as wo- 
men’s automatic, waterproof and calendar 
watches, will be included in the display. 
The presentation will demonstrate to the 
editors the manner in which various types 
of timepieces can be worn by the well- 
dressed woman. The show will also stress 
the function of a “wardrobe of watches,” 
ranging from the high-fashioned to the 
amartly tailored creations, and meeting a 
woman’s timekeeping needs for various oc- 
casions. 


ee ee ee 


Jon Whitcomb 
Feted by Community 

Jon Whitcomb, one of the nation’s top 
illustrators, created a new heroine on can- 


vas when he painted the first “Whitcomb 
Girl.” 





An interesting anecdote of Broadway col- 
umnist Louis Sobol holds the attention of 
this group at an exhibition of paintings by 
Jon Whitcomb, famed illustrator for Com- 
munity Silverplate ads, held in the Stork 
Club on Tuesday, Nov. 29. Left to right are 
—Joseph S. Bliss, managing director of 
Oneida Ltd., Toronto, Canada; Whitcomb; 
Harley S. Noyes, vice president in charge 
of advertising for Oneida; Carl Williams, 
vice president and account executive of 


BBDO; and Sobol. 


The Oklahoma-born artist, part of a 
family of artists, has managed to capture 
all the winsome sweetness, the alert, spark- 
ling freshness of the girl who symbolizes 
America. 

Young, talented, versatile, Jon is a gifted 
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musician, wields tools as well as a paint Prompted by the unanimous vote of the 
brush, and writes a regular feature for one company’s Junior Board of Directors, the 
of the country’s leading magazines. management is making “Employee of the 

Busy as his vocation and avocations keep Month Awards,” singling out one em- 
him, he took time off one day late in No- ployee each month in each of its four 
vember to meet advertising, merchandising plants, two in Rochester and in Lyons and 
and editorial executives at a party given Mt. Morris, N. Y. The Junior Board con- 
for him by Oneida, Ltd., at New York’s stitutes Hickok’s version of “multiple 
Stork Club. Whitcomb has been retained management,” or control of the company 
during recent years to illustrate the adver- by its many workers. Unanimous decisions 
tising of Community Plate and is currently of the board of 12 employees are consid- 
preparing material to appear in future ered by the company’s regular directors. 
Community campaigns. The Juniors have authority to investigate 

° and make suggestions regarding any phase 
Hickok to Honor Best Workers of the meat ef — 

“Hats off to the best workers” is a new The idea of honoring “best workers” is 
policy instituted by Ray Hickok, president the latest ef many new ideas initiated by 
of the Hickok Manufacturing Company. the Junior Board since it was formed. 








For 106 years -- 


In the minds of Dennison crafts- 
men the past shapes the future .. . 
the box making experience of yes- 
terday helps blueprint tomorrow’s 
achievements. For 106 years this 
experience has been augmenting 
Dennison resources. ..creative skill, 
superlative design, distinctive crafts- 
manship, superior materials, and 





efficient production methods. 

Long distinguished for enduring 
beauty and quality, the Dennison 
line of jewelry display and pack- 
aging materials is complete... paper, 
metal form, fabric, plastic cases and 
boxes ... all firmly backed by over 
a century of service to the jewelry 
trade. 





FOR RETAILERS 





Dennison makes a complete line of boxes Dennison makes a wide range of spe- 
and cases in paper, metal, fabric and cially designed paper jewelry boxes and 
plastic; findings; supplies. Sold by lead- cases for manufacturing Jewelers. Con- . 
ing wholesalers throughout the country. | sult us about your packaging problems. 


FOR MANUFACTURERS ) 








Dennison 


ing Sa. 
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FRAMINGHAM, MASSACHUSETTS 
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COMING EVENTS 
January, 1950 


9-12—The Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. 
9-13—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 
7—Chicago Jewelers’ Association, An- 
nual Banquet, Hotel Sherman, Chicago, 
[1]. 
8-10—Florida China & Glass Show, San 
Juan Hotel, Orlando, Fla. 
9-20—International Home Furnishings 
Market, Merchandise Mart, Chicago, III. 
14—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. 
15-19—Washington Gift 
Willard, Washington, D. C. 


Hotel 


Show, 





19—Town Criers of Cincinnati, Annual 
Dinner Meeting, Hotel Alms, Cincinnati, 


Ohio. 


22-25— New York State Gift Show, 
Powers Hotel, Rochester, N. Y. 
22-26 — Southeastern China, Glass & 


Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 


22-27 — California Gift Show, Hotel 
Alexandria, Brack Shops, Merchandise 
Mart, Biltmore Hotel, Los Angeles. 

23-27—New York Lamp Show, Hotel 
New Yorker, New York. 

29-February 3— Mid-Winter Market 
Week, Parker House, Boston, Mass. 
30-February 10—Chicago Gift Show, 


Palmer House, Chicago, III. 
30-February 11—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 
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REDUCE BUYING 
COSTS! 


INCREASE YOUR 
STORE'S PROFITS! 





GIFT SHOW NY 


China, Glass and Pottery Market 
in the Merchandise Mart 
JANUARY 30th to FEBRUARY llth 


Here, on one floor, buyers save time and cut buying costs by quickly, 
conveniently and easily selecting the world’s best lines at factory 


prices—thus increasing profits for their stores. 


Over 800 domestic and imported lines are represented in 150 year- 
round showrooms on the 15th Floor of The Merchandise Mart. Here, 
you will find all that’s new in fast-selling. correctly-priced mer- 


chandise. 


The 15th Floor Club Will Sponsor a 


DINNER DANCE 


Wednesday, February Ist 6:00 P.M. 


at the Merchants & Manufacturers Club 2nd Floor, merchandise Mart 


‘MERCHANDISE MART CHICAGO 


_ SHOWROOMS OPEN EVERY BUSINESS DAY OF THE 
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February 


4—Boston Jewelers Club, Annual B 
quet, Hotel Statler, Boston, Mass. " 

9-8—Buffalo Gift Show, Hote] 
Buffalo, N. Y. 

9-9—San Francisco Spring Show, Civic 
Auditorium, San Francisco, Calif. . 

6-10—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif 

12-15--Portland Gift Show,  Portlang 
Hotel, Portland Ore. 

12-15—Cleveland Gift & Art Show, 
Hotel Statler, Cleveland, Ohio. 

13-16—Mid-South Gift & Jewelry Show. 
Hotel King Cotton, Memphis, Tenn. 

18-24—Allied Gift and Jewelry Shoy. 
Adolphus Hotel, Dallas, Texas. 

19—Illinois Retail Jewelers Association, 
Annual Convention, Hotel Abraham Lip. 
cola, Springfield, Il. 

19-23 — Eastern Gift & Lamp Show, 
Hotel McAlpin, New York, N. Y. 

19-23—-Seattle Gift Show, Olympic Hotel, 
Seattle, Wash. 

19-24—Dallas Spring Gift Show, Baker 
Hotel, Dallas, ‘Texas. 

20-24—225 Fifth Avenue Market Week, 
New York, N. Y. 

20-24—New York Gilt Show, Hotels 
Statler and New Yorker, New York. 

26-March 1—St. Louis Spring Show, 
Statler Hotel, St. Louis, Mo. 

26-28—Oregon [Retail Jewelers <Associa- 
tion, Annual Convention, Hotel Multnomah, 
Portland Ore. 

26-March 2—Detroit Gilt Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 


Statler, 


March 


5-8—Denver Gift Show, Albany Hotel, 
Denver, Colo. 

6-10—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

6-10—-Parker House Gift Show, Parker 
House, Boston Mass. 

12-14—Minnesota Retail Jewelers As 
sociation, Annual Convention, Nicollet 
Hotel, Minneapolis, Minn. 

13-17—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

19—Executive Board of Retail Jewelers 
Associations of Greater New York, Annual 
Dinner-Dance, Hotel Astor, New York. 

19-22—Pittsburgh Gift & Art Show, 
Hotel William Penn, Pittsburgh, Pa. 

26-28—American Gem Society, Annual 
Conclave, Detroit, Mich. 

26-28—California Retail Jewelers’ Asso- 
ciation, 17th Annual Convention, Biltmore 
Hotel, Los Angeles, Calif. 

26-30—Greater National Capitol Gilt, 
Art and Housewares Show, Willard Hotel, 
Washington, D. C. 


April 

16-19—Baltimore China, Glass & Gift 
Show, Lord Baltimore Hotel, Baltimore, 
Md. 

16-20—“49th State” St. Louis Gift, Art 
& Housewares Show. Statler Hotel, St. 
Louis, Mo. 

23-28—Allied Jewelry Show, 
Hotel, Los Angeles. 


Biltmore 
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an Considering Excises 


Trum 
(From page 166) 
rce, has primary responsibility for tax 
me ’ ; . 
mmendations. | | 
“ President made his 


The day before the de ; 
jatement on excise taxes, lreasury Sec- 
retary Snyder told reporters that he ta- 
vored some cuts in excise taxes as : part 
of removing “inequities in the tax sys- 
rem. But he promptly added to a news 
conference that “whether _we can do it 
now is another question. — Mr. Snyder 
checked the answer to President Truman, 
he would leave it to the President 
unce the Administration’s tax posi- 
early this 


saying 
to anno . 
tion in messages to Congress 
month. 

Meanwhile, jewelers throughout the na- 
tion continued their fight for relief from 
the jewelry excise tax. Leon J. Engel, 
shairman of the Jewelry Industry Tax Com- 
mittee, in a letter to all “Minute Men,” 
urged them to “oet in touch with the trade 
and find out who among your fellow jewel- 
ers know your members of Congress per- 
sonally. Urge them to call upon their 
Congressional Representatives with some 
other jewelers, if possible, and have jewel- 
ers’ employees, their relatives or customers 
_anybody who can help—do the same. 

“It is important that we know who has 
seen their Congressman or Senators and 
when; we would also like a short report 
of the reaction they got to their appeal,” 
Engel declared. “This information will 
be very helpful to your Committee, so we 
can tell who is with us or against us.” 

The possibility and the value of forming 
a National Committee to effect repeal of 
discriminatory wartime excise taxes was 
examined and discussed at an exploratory 
meeting called in New York on November 
29th by Arde Bulova, chairman of the 
board of the Bulova Watch Co. Executives 
of large businesses in the affected indus- 
tries were invited. 


~-——_— _._. ~~ 


Atkinson Retires From Hamilton 
After 28 Years of Service 


At its regular November meeting, the 
heard of directors of the Hamilton Watch 
Co. accepted with regret the resignation 
of W. Ross Atkinson, vice-president in 


W. ROSS 
ATKINSON 


Retires from 
Hemilton 
Management 
Post 


charge of sales and company director. Mr. 
Atkinson, who has been in ill health for 
some time, retired by order of his physician 
afler 28 years of service with the company, 
during which time he advanced from sales- 
man to the important management post he 
held until resigning. 


FOR JANUARY, 1950 

















Mr. Atkinson received a letter in which 
the board attested to the many valuable 
services he has rendered his company. The 
letter, in part, follows: 

“Your contributions to the company’s 
growth and progress have been many since 
joining the sales staff in October 1921. As 
assistant sales manager and sales manager 
you worked to maintain Hamilton’s posi- 
tion in the market through 1930, and tena- 
ciously held its depression years. 

“In fathering the Modified Zone Plan 
as the company’s director of sales in 1934. 
you placed Hamilton in an outstanding 
position in the American retail jewelry 
store. Under your subsequent guidance as 
vice-president in charge of sales, the Hamil- 





ton Watch Co. achieved the highest level 
of sales volume in its history.” 

Hamilton president, R. M. Kant, paid his 
personal tribute to Mr. Atkinson in a 
letter to Hamilton’s supervisory personnel 
and Hamilton’s wholesale distributors on 
November 28th. His letter, in part, follows: 

“It is with profound regret that I have 
to tell vou that Ross Atkinson has re- 


signed as vice-president in charge of sales 
and member of the board of directors of 
the Hamilton Watch Co. 
becomes effective Dec. 31, 1949. 

“During the past 28 years, his leadership 
has meant much to our company, its dis- 
of 


His resignation 


tributors, and the retail jewelers 


America.” 
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you become the J 


Only the Paulson gives the complete answer. 
Answers problems quickly saving days of time. 
PROVE IT WITH A NO RISK TRIAL. 
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O Send information on no risk trial on Paulson Time-O-Graf. 
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Whitelaur 
Brothers. 


Importers 





of 
Diamonds 
in all 
SIZES 
and 


SHAPES 


Memorandum Selections 
Upon Request 






































Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


Diamond Importers & Cutters 


N.Y.C. BRYANT9-O123 


48 WEST ABTH ST.. 























PLAN INDUSTRY-WIDE DINNER FOR INTERFAITH GRoy 








Members of the Jewelry Committee who 
are planning an industry-wide dinner on 


behalf of the National Conference of 
Christians and Jews on March 28, 1950, 
are shown above. 

W. Waters Schwab, president of J. R. 
Wood & Sons, is serving as chairman of 
the event which aims to rally the full 
strength of the industry behind the work 
of promoting understanding and good will 
among Protestants, Catholics and Jews. 

Serving as vice-chairmen are: J. P. 
Hansen, vice-president, Frederick Loeser 
& Co.; Col. Harry D. Henshel, vice-presi- 
dent, Bulova Watch Co.; Benjamin Lazrus, 
president, Benrus Watch Co.; G. H. 
Niemeyer, president, Handy and Harman; 
and William B. Ogush, of William B. 
Ogush, Inc. 

Ed Sullivan, famous Broadway column- 
ist, will be the guest of honor at the 
dinner in recognition of the sterling work 
he is doing to improve relations among 
the racial and religious groups of Amerca. 

The full list of committee members fol- 
lows: Jerome T. Agate, Tavannes Watch 
Co.; Edward Ansen, Louis Aisenstein & 
Bros.; Alexander H. Arnstein, Arnstein 
Bros. & Co.; Herman L. Baskin, Baskin 
Bros.; Walter F. Beer, Walter F. Beer 
Co.; Bernard Bernstein, National Silver 
Co.; Howard W. Boynton, Handy & Har- 
man; Harry Bromley, National Jeweler; 
M. Fred Cartoun, Longines-Wittnauer 


Watch Co.; Irving Cooper, Elgin Silver. 
smith Co.; Henry Davidson, Davidson 4 
Sons Jewelry Co.; Walter Eitelbach; May 
Elkon, M. Elkon Co.; Charles Engelhard: 
Barnett Esh, Kaspar & Esh, Inc.; P, M. 
Fahrendorf, JEwELERS CircuLar- Keystone: 
Louis Farber, Farber Bros.; Sidney Fid. 
delman, J. Fiddelman & Son; Louis Flyer, 
Flyer Bros.; S. C. Gershey, Gruen Watch 
Co.; Herman Gold, Gold Bros.; Edward 
Goldstein, Marcus & Co.; Jerome L. Grant, 
American Jewelry Distributors; Louis 
Heyman, Oscar Heyman & Bros., and Max 
Jacoby, Jacoby-Bender, Inc. 


Also, Walter Kahn, L. & M. Kahn & 
Co.; Leo Kaplan, Lazare Kaplan & Son; 
Dave Kay; Walter Kocher; Henry L. Lam. 
bert, Lambert Bros.; Victor A. Lambert, 
Lambert Bros.; Walter Lampl, Jr.; Oscar 
M. Lazrus, Benrus Watch Co.; Andrew 
Leredu, International Jewelry Workers 
Union Local No. 1; Royal C. Linthicum; 
George Manning; Bernard F. Nathan, 
Nathan & Nathan; Leopold Nathan, §S. 
Nathan & Co.; Louis Nussbaum, M. Elkon 
Co.; A. O. Packer, Dieges & Clust; Regi- 
nald Reichman, Reichman Bros.; Barnett 
Robinson; Jacob H. Schaeffer, Shiman 
Bros.; David Schapiro; Henry L. Sperling, 
Jewelry Crafts Associates, Inc.; James 
Theise, Acme Ring Mfg. Co.; Milton Weill, 
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Name Prager and Roedelheimer 
In March of Dimes Drive 


Sigmund Prager, vice president of 
Du Boyes & Co., Inc., has accepted the 
chairmanship of the Costume & Novelty 
Jewelry Division of the commerce and 
industry section of the Greater New York 
1950 March of Dimes. 


Mr. Prager, whose office is at 14 East 
38th St., has been in the jewelry field 
for 30 years and brings to his position as 
chairman a keen interest in the problems 
of polio. 

Associated with Mr. Prager in his work 
for the March of Dimes will be Edgar 
Roedelheimer, president of Accessocraft 
Products Corp., 389 Fifth Ave. 

The following committee will assist 
in the Costume & Novelty Jewelry drive: 
Nilton J. Heller, president, L. Heller 
& Son, Inc.; Milton Brown, Milton 
E. Brown Co.; Sally Budd, Frederick 
Atkins, Inc.; Victor Ganz, D. Lisner & 


Arrow Mfg., and Sumner’ Weiman, 
Jewelry. 
Co.; Burt Pearlstein, Monet Jewelers; 


Jack Pohs, Herbert & Pohs, Inc.; Ethel 
Graham, Associated Merchandising Corp.; 
Gerald Rosenberger, president, Coro, Inc.; 
Eugene Schildkraut, Schildkraut Bros.; 
Fred Schnitzer, Regina Jewelry; Sidney 
Unger, Atlas Manufacturing Co.; Saul 
Weinreich, Weintreich Bros. 
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4 Kittay & Blitz, stone dealers, held a 
cocktail party on Friday, December 9, 
1949, to signal the opening of their new 
offices and showrooms at 48 West 48th St., 
New York. Both Kittay and Blitz, who 
played host during the afternoon, offered 
their handsomely appointed quarters as 
evidence of their confidence in the healthy 
state of the jewelry business and their 
conviction that the future holds good 
business. 

q Cy Berg, well known jewelry represen- 
tative, has joined the sales staff of Shi- 
man Bros. & Co., Inc., New York, manu- 
facturers of “Miracle” diamond rings. The 
appointment, announced by Milton J. 
Jackson, president, takes effect January 
Ist. Mr. Berg formerly represented the 
Wilberg Jewelry Corp. of New York. 

q Harry Greenwald and Harry Witt, own- 
ers of the G. & W. Jewelry Co., im- 
porters of Grewitt watches, recently an- 
nounced the removal of their offices to new 
and larger quarters at 9 Maiden Lane, 
New York. The firm was formerly located 
at 6 Maiden Lane. 

q Henry’s Jewelers, South Salina and West 
Jefferson Sts., Syracuse, N. Y., pulled store 
trafic during a promotion of small electric 
appliances by offering a cup of coffee and 
donuts to everyone visiting the appliance 
department. The coffee was made in view 
of customers in an automatic appliance. 
Other small appliances featured included 
toasters, mixers, irons and waffle makers. 
q Lynn’s Jewelry, 10 East Second St., 
Jamestown, N. Y., has formally opened its 
new and modern store. Harold E. Lynn 
and J. Raymond Peterson are proprietors. 
q Kenneth I. Van Cott, jeweler of Bing- 
hamton, N. Y., and chairman of the Re- 
tail Merchants Council of the Binghamton 
Chamber of Commerce, is heading a cam- 
paign in opposition to a city sales tax. 
Mr. Van Cott is president of the American 
National Retail Jewelers Association. 


J. B. Cooper & Son, Inc. 
Move to New Location 


Joseph B. Cooper & Son, Inc., New York 
refiners and smelters for half a century, 
have moved from 26 John St. to new quar- 
ters at 25 West 47th St., thereby acquiring 
twice the space their plant and offices 
occupied at the old location. 


The interior of the firm’s new offices 
are finished in natural grain oak. New 
machinery has been installed in the new 
location for the melting, rolling and an- 
nealing of platinum and gold. 


Precious metals will continue to be 
smelted and refined at the company’s 
Brooklyn refinery which is located at 
850 62nd St. 


Joseph B. Cooper is president and treas- 
urer of the firm and Irving Cooper is 
vice president and secretary. 
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New Jewelry Settings Stressed 
At Cartier's Fall Showing 


Keeping in step with both dress and 
hair styling, Cartier brought a new style 
note in jewelry settings to the attention 
of the press at a preview of an exhibit 
held on November 14 in their shop at 
Fifth Ave. and 52nd St., New York. The 
exhibition was open to the public from 
November 15 to 23. 

The designs ranged from close copies 
of actual flowers to modern interpretations. 
Designed to retain the natural beauty of 
the flower, the pieces were light in ap- 
pearance with just the minimum of plati- 
num to retain the solidity of the pieces. 
The stones are mounted in such a manner 
as to render the setting almost invisible. 





This extraordinary diamond and platinum 
ensemble by Cartier was modeled at their 
fall exhibition. Shown with this glamorous 
bracelet are a sapphire and diamond neck- 
lace, sapphire and diamond earrings, and a 
diamond flower clip. Ornaments in the hair 
are in the form of bobby pins and have a 
diamond motif on a swivel. 


Getting away from flat settings, Cartier 
artists are stressing a convoluted form in 
which stones of the same weight are used, 
yet in which brilliance from all angles is 
diffused when worn. 

There will be a change in the 1950 style 
of wearing jewelry too. Strapless gowns 
will carry clips at the waistline instead of 
the neck, as was shown in the display on 
a gown by Christian Dior. Ear clips are de- 
signed to follow the earline. The new 
look emphasizes even more the necessity 
of dressing up the ear with jewels and 
accentuating the effect with ornaments in 
the hair. Brooches—if the motif is a 
flower—are functionally made with detach- 
able stems. 

Also included in the exhibit was a world 
famous collection of Oriental pearls. Car- 
tier’s designs include some for formal as 
well as daytime wear. 


telco 


CULT ORE) PEARLS 


NECKLACES AND LOOSE PEARLS 
AY ATTRACTIVE PRICES 


_ 


“ee 


*s 
_ 
Seen nen” 


JACK J. FELSENFELD x 


9 MAIDEN LANE NEW YORK 














MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 

















DIAMONDS 


All Sizes - All Qualities 
Imported from Belgium, Holland and 
Israel, sized and classified. Mail orders 
filled promptly. Ask for Price List No. 16 
of Sept. 1949. 
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SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2. J. 














TO JEWELERS 


OFFICIALLY 
ADOPTED 
BIRTHSTONE 
LIST AND 
COSTUME 
JEWELRY 
CATALOGUE 


WRITE FOR 
ONE TODAY 


fAF GR. TO RE- 
T Att ER 
SPECIALISTS 
in RHINESTONE 

—— - Jeweled Creations. 
Necklaces, Bracelets, Brooches, Dress Clips, Scaiter Pins 
und Earrings (Pierced, screw or clip) Hand made, 
Prong set. 


Fantasy of Jewels 
MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 
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Stone Engravers 
Ruby & Onyx 
Drilling 












Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 
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MAINSPRINGS ™* 


Longer lasting — Accurate timing — Pro- 
tected against rust—Individually packed 
in double envelope—marked with model, 
size, metric and dennison. 
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Swank Display Urges Employees 
To Help in Fight on Excises 


Manufacturers of products affected by 
the excise tax could well follow an ex- 
ample set by Swank, Inc. This manufac- 
turer of men’s jewelry, leather and other 
accessories, leaves no stone unturned to 
educate their employees on the _ effects 
which the discriminatory excise levies 
have on the welfare of the workers them- 
selves by its influence on the sales and 
production of jewelry store items. 


Swank recently erected a special edu- 
cational display in their Attleboro, Mass., 
plant to further this end. The display 
urges employees to help in the repeal 
of the wartime 20 per cent excise tax by 
contacting and writing their Congressmen 
and Senators. 

Too many manufacturers have over- 
looked the help their employees can 
render in waging a successful fight on 
excise taxes. A forceful case for excise 
repeal could be presented if all employees 
were urged to participate. Through their 
organized efforts, labor has and can con- 
tinue to play a decisive part in the fight 
for excise relief. 


a 
PULLLE 
a 3 
ag : 
cist Tax. 





Pictured above are Governor Paul A. 
Dever of Massachusetts. second from left, 
who is shown examining the Swank dis- 
play with J. Carlton Bagnall Jr., vice presi- 
dent of manufacturing. State Senator 
Frank J. O’Neil of Attlebore, left, and 
John E. Hurley, State Treasurer, right, 
were among the governor’s party which 
recently made a tour of the Swag plant. 


New York 24 Karat Club 
Elects Packer President 


August O. Packer of Dieges & Clust, Inc., 
was elected president of the 24 Karat Club 
of the City of New York at the annual 
meeting of the club held on December 28th. 
Herman L. Baskin, Baskin Bros., Inc., was 
elected vice president, and Jerome L. Grant, 
American Jewelry Distributors, Inc., was 
named secretary. W. Waters Schwab, J. 
R. Wood & Sons. was re-elected treasurer, 
and G. H. Niemeyer, Handy & Harman, 
Inc., continues as chairman of the board 
of directors. 

According to the long standing tradi- 
tion of the club, the vice president auto- 
matically succeeds to the presidency. Nor- 
man M. Morris of Norman M. Morris, Inc., 
is the retiring president. 


The directors of the club, in addition 
to the above named officers, are: Howard 
W. Boynton, Handy & Harman, Inc.; Wa}. 
ter Eitelbach, Walter Eitelbach & Co.,, Inc. 
P. M. Fahrendorf, THE JEWELERS Circutar. 
Krystone; P. Irving Grindberg, Jewelers 
Vigilance Committee; William B. Ogush, 
William B. Ogush, Inc., and Reginald 


Reichman, Reichman Bros. 


Bristol Seamless Ring Co. 
Observes 40th Anniversary 


The Bristol Seamless Ring Co. is cele. 
brating its 40th anniversary this year, 
When Bristol started in 1909 as a small 
manufacturer and wholesaler on Canal 
Street in New York City, the company 
maintained that integrity and _ honesty 
were two prime factors for success, a for- 
mula that worked well for it has grown 
steadily ever since. It has enjoyed the 
reputation of “a big company” for more 
than 20 years. 


At its present location, 71 Nassau St., 
New York, Bristol produces an average of 
10,000 diamond and 15,000 gold rings a 
month for distribution throughout the 
United States and South America. 


One of the reasons why Bristol’s repu- 
tation is excellent is that the company di- 
rectors have never sacrificed quality in any 
of their products and its present directors, 
Robert Kronstadt and Adolf Wolf, carry 
on this policy in all manufacturing oper- 
ations. There are few U. S. producers 
who do not buy semi-finished rings and 
settings for their products but in keeping 
with a desire for complete self sufficiency 
and high standards of workmanship, Bris- 
tol buys only the raw materials necessary. 
Even the gold alloy is made in their plant. 


Arnold Gruber, design and_ production 
head, optimistically stated about the new 
year: “I think it will be a very good year 
because this year has been bad.” From 
the representative of a company as experi- 
enced in business as this one, the year 
should be good, indeed. 








LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
i have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
*‘Send Me Your Next Package.’’ 

. M. J. STERN 

Repairing of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 














HARD-TO-GET 


lf you are having difficulty obtaining a 
Swiss or American watch part, try 


JOHN A. POLTOCK & CO. 


15 MAIDEN LANE @© NEW YORK 7 


WRITE FOR FREE CATALOGUE pepr. 3 
LIGNE GAUGE @ STATIONERY 

















WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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JEWELERS DONATE OVER $200,000 TO FEDERATION DRIVE 


we 





Over $200,000 was contributed Tuesday, 
December 6 by the 225 guests attending 
the annual dinner of the Jewelry Division 
of the Federation of Jewish Philanthropies 
of New York. The dinner held at the Hotel 
Pierre honored G. H. Niemeyer, president 
of Ilandy & Harman. 

The funds raised will benefit the current 
$50,500,000 Building Fund and Main- 
tenance campaign of the Federation on be- 
half of its 116 affiliated hospitals and social 
service institutions. 

Pictured above from left to right are: 
Benjamin Lazrus, Benrus Watch Co., di- 
vision honorary chairman and chairman of 





Federation’s Distribution committee; Mrs. 
Aaron Sverdlik, widow of the honorary 
chairman (in memoriam): Milton Weill. 
Arrow Mfg. Co., Inc., division honorary 
chairman and chairman of Federation's 
Business Men’s Council; Col. Harry D. 
Henshel, Bulova Watch Co., division chair- 
man; G. H. Nieméyer, guest of honor: 
Jacob H. Schaeffer, Shiman Bros. & Co., 
Inc., associate chairman and a member of 
the division executive committee; Alex- 
ander E. Arnstein, Arnstein Bros. & Co., 
associate chairman and a member of the 
division executive committee. 








Massachusetts-R. I. RJA 
Advises Members on Auctions 


A recent letter to all members of the 
Massachusetts and Rhode Island Retail 
Jewelers Association urged them to pro- 
tect themselves from the harmful effects 
of jewelry auctions by seeing that city ofh- 
cials draw up local ordinances governing 
such auction sales. The ordinance could 
supplement the state law, the letter pointed 
out, and the Association offered its aid in 
drawing up the wording of the proposed 
ordinance. 

The letter, which called attention to such 
an auction in one of the Bay State’s smaller 
industrial cities. said that a license had 
been granted for the auction in spite of 
the fact that no inventory was filed as re- 
quired by Massachusetts State Law. Even 
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PRECIOUS METALS SPECIALTIES CO., INC. 
11 Vincent St., Newark 5, N. J. 
Tel. MArket 2-4287 
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with this illegal feature existing, the letter 
added, it took a group of jewelers 20 days 
and a great deal of money to have the auc- 
tion stopped. 

“The time to stop an auction sale is be- 
fore it is actually under way.” the letter 
warned, “and you should become familiar 
with Chap. 100, Sec. 14 and 16. of the Re- 
vised Laws of the Commonwealth and at 
least see that this law is compiled with if 
application to run an auction is presented 
in your area.” 


- - ~~ 


A Good Start 
Toward Goed Business 


For the past three years, THE JEWELERS’ 
CiRCULAR-KEYSTONE has consistently re- 
ported the promotional work the Jewelry 
Industry Council is doing for the com- 
bined benefit of the retail jeweler and 
for the wholesalers and manufacturers of 
jewelry store products. 

During the brief three years since the 
establishment of the Jewelry Industry 
Council, it has built an organization which 
does things; the things which this industry 
must continue to do at an increasing rate, 
if we are to profitably continue in today’s 
highly competitive marketplace. 

Retailers. who have come to know the 
Council as an organization which is doing 
a job for them, have requested the Coun- 
cil’s Board of Directors to make public the 
names of the wholesalers and manufac- 
turers who—along with them—support the 
Council financially. 

The Council’s Board has acted in the 
affirmative. THe JEWELERS’ C1iRCULAR-KEY- 
STONE, therefore, will publish the roster of 
all active wholesaling and manufacturing 
members in its March issue. 

There is time between now and March 
to have your name on this “Honor Roll” 
as a JIC member. 

Start the New Year off on the right foot. 
Join the Jewelry Industry Council today, 
sending your check to 366 Fifth Ave., New 
York 1, N. Y. This suggestion is directed 
to members of all branches of the industry. 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mestercraftsmen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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NEW YORK 
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Hntel King Edward 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 


Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 


All 300 rooms with private bath and radio. 
Television available. 

Modern 1|7-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 

For reservations write or phone: 

Miss J. Engle, LUxemburg 2-3900 
Milton Finke, Manager 


HOME OF GOLDEN CIRCLE 

















DON’T BE NERVOUS, USE OUR SERVICE 


Our addressing is better than our rhyming. 
We'll shoot your message to all or any part 


of our guaranteed list of 37,000 retail jewel- 
ers... as little as $7.50 per M. 


ACCURATE ADDRESSERS 
1233 SIXTH AVE., N.Y. 19, N.Y. © Circle 5-5876 
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DIAMOND PEACOCK CLUB NAMES NEW OFFICERS 


STATIONARY 
ANVIL 
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Flatware, 
Cold Sizing, 
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Stamping, 
© ACCURATE DIE REG- 
ISTER 
» © ANY FORCE OF John McNamara, (center) of the E. H. Saxton Co., retirin i i 
; . 4. is g president of the Diamond P 
BLOW FROM ANY Club, congratulates the new president, Robert Brennan of the Speidel Seaton. I 
STROKE right, David C. Percival, Jr., of D. C. Percival & Co., the new treasurer: William Selberg 
of Elgin Watch Co., retiring treasurer who was named vice-president; Mr. McNamara, Mr. 
© HIGH OPERATING Brennan, and Bertil Dehlin of Handy & Harman, the newly elected secretary of the club. 


SPEED 
Members of the Diamond Peacock Club 


© CONSECUTIVE OR held their annual meeting and election of 
SINGLE BLOW officers at a steak and lobster dinner at 
OPERATION the Parker House, Boston, on Nov. 18. 
Robert Brennan of Speidel Corporation, 
Providence, was elected as president, suc- 


PNEUMATIC DROP HAMMER CO. ceeding John McNamara of the E. H. Sax- 


BRAINTREE 84. MASSACHUSETTS, U.S.A. ton Co., Boston. William Selberg, the 
club’s former treasurer, was elected vice- 


president, succeeding “Bob” Brennan. 
David C. Percival, Jr., of D. C. Percival & 


Co., Boston, former secretary, was elected 


as treasurer, to succeed “Bill” Selberg; 
A S U a R I 0 R and Bertil Dehlin of Handy & Harman, 








Setting things lined up here for the annual 


I - P I ’ , 
nc., Providence, was elected as secretary dinner dance of the Diamond Peacock Club 




























SILVER POLISH . 
to succeed “Dave” Percival. ; : 
nanos ea at the Hotel Somerset on April 15, is the 
: ; S Es newly appointed committee—left to right: 
several members were named to the club’s William Selberg of Elgin Watch Co.; John 
CAMPBELL’S | dance committee to complete plans for the McNamara, E. H. Saxton Co.; Harold Barry 
f | annual dinner-dance which will be held at of Barry & Epstein; and Joseph McDevitt, of 
if S { LV EF R the Hotel Somerset, Boston, on April 15— Handy & Harman, Inc. 
ff SELLS FOR \ with souvenirs for the ladies, as usual. 
S u | N E : , Bed - " After the dinner, a program of enter- 
: tainment was provided, which included 
et ie much vocal harmonizing on the part of E N C R U S T E R S 
CLEANS “Qo, that! 478 | many of those present. and Drillers 
with little = Special Order Work 
ffort... 
0 seal PAUL FINGERMAN & CO. 
Nothing to 35 Maiden Lane New York 7, N. Y. 
‘\ injure hands. 
IT PLEASES! N — 
And a ; by U.S. Pat. CAPITAL, Custom-Made 
always | | en INITIAL RING 


‘‘An Initial sueeess.”’ In 2 
or 3 letters. Plain or stone 
set. Prompt delivery. Pop- 
a ularly priced. Write for il- 
* 4 i lustrated priee fist. 


CAPITAL MFG. CO., 15 W. 47thSt., N.Y. 19 


comes back 
for more. @ | campoetis 
aa SILVER 
TRY IT! \ one 
Only $3.25 masts: 
per dozen 


Order No. = a | i * aa 
“Worl . , SMELTERS & REFINERS 
2 . hg bs Two former presidents of the Diamond Pea- Specialists in 
ee a at \ =<— ff cock Club are shown here with newly elected p tna Prec} Metal 
C g F | SHA | President, Robert Brennan of Speidel Cor- rocessing Frecious Merais 
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poration. Left to right: Vincent Chapman JOHN STREET REFINING CO.., INC. 

















of the Jewelers Board of Trade; John REctor 2-0853 
BOX 7737, CHICAGO 80, ILLINOIS McNamara, retiring president, and "Bob" 244 WATER ST. NEW YORK 7. N. Y. 
pels | Brennan. 
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Hope Diamond and Star of East 
Are Shown at ‘Court of Jewels’ 


The fabulous Hope diamond was shown 
to the American public for the first time as 
the highlight of a $10,000,000 “Court of 
Jewels” exhibition which began November 
93rd at Rockefeller Center Forum, New 
ae the first public showing of the 
44% carat blue diamond in this country, 
marking its entry into a new “public wel- 
fare” phase of its fateful history 

Along with the spectacular 100 carat 
“Star of the East” diamond, the renowned 
Jonker diamond, the world’s largest sap- 
phire, and other rare and historic jewelry, 
the Hope was on exhibition to help the 
United Hospitals Fund meet its goal of 
$3,367,000 to aid New York’s 86 volun- 
tary hospitals. 

The Hope, Jonker, and Star of the East 
are three of the five greatest gems in the 
world, and never before have been on 
exhibition together. 

The gems, all of world renown, were on 
display through the courtesy of Harry 
Winston. In addition, professional dia- 
mond cutters demonstrated the different 
processes through which a diamond passes 
from the time it is mined until it is ready 
to be worn. 





McMahon and Radix Honored 
At Chicago Plant Dinner 
Thomas G. McMahon and Harry E. 


Radix were honored December 20th at a 
testimonial dinner held in observance of 
their retiring from the active management 
of the Dee Division of Handy & Harman. 
G. H. Niemeyer, president of Handy & 
Harman, presided at the dinner. 

Mr. McMahon and Mr. Radix, who have 
both been civic minded and active in as- 
sociation work, have retired in order to 
continue these activities. They also will 
devote more time to their other business 
interests. 

Harry and Tom—as they are known in 
the trade and profession—have discharged 
their full managerial duties and _ trans- 
ferred the personnel and physical assets of 
Thomas J. Dee & Co. to Handy and Har- 
man. However, they have retained sub- 
stantial stock holdings and will continue 
to serve as members of the Board of Di- 
rectors. 

The Chicago branch plant as well as all 
other branch plants of the company are 
under the direction of Judson C. Travis, 
vice president. William F. Spilka is re- 
sponsible for manufacturing operations in 
the Chicago plant. 

Over-all sales activities of the Chicago 
plant will be directed by John W. Colgan, 
sales manager. 





New England Watchmakers 
Form Regional Association 


Over 300 watchmakers from all over 
New England voted to form an organiza- 
tion for New England watchmakers at the 
recent Tri-State Watchmakers meeting in 
Springfield, Mass. 

It was definitely agreed that such an 
organization would concentrate only on 
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watchmaker needs and problems in that 
locale, and would not be associated with 
or a part of any other organization. 

The New England Watchmakers Asso- 
ciation was formed to: 1. Create a fraternal 
bond among New England watchmakers. 
2. To keep watchmakers in that area bet- 
ter informed on current changes and ad- 
vancements in the industry. 3. To protect 
the public against fraudulent and unethical 
practices. 4. To promote good will through- 
out the jewelry industry. 5. To advocate 
a publicity program to educate the public- 
at-large. 

The first regular meeting was held at 
Worcester, Mass., on November 13th, and 
temporary officers were elected. They in- 
clude: Thomas J. Fagan, president, Boston, 
Mass.; William R. E. Hebert, treasurer, 
Worcester, Mass., and Victor J. Seske- 
vich, executive secretary, Worcester, Mass. 
The vice presidents, one for each active 
state, include: K. L. Osmun, Amherst, 
Mass.; Herman J. Tulin, Hartford, Conn.; 
Victor Levesque, Pawtucket, R. I. and 
W. T. Nulty, Burlington, Vt. 

The next regular meeting will be in 
January. The first official convention of 
the New England Watchmakers Associa- 
tion will be held in Providence, R. L., 
early in April, 1950. 





—_. 


q R. W. Larock and H. L. Ketchum for 
the past three years operating at 477 15th 
St., Oakland, Calif., have moved their 
diamond setting and jewelry manufactur- 
ing business into larger quarters at 506 
15th St., same city. 
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FP Hydraulic Injector | qt. 
capacity $40—2 qt. capacity 
$55—Speed clamp for rubber 
molds $11.75. 

f.o.b. New York, N. Y. 


COMPLETE EQUIPMENT 
ALL SUPPLIES 


jewelry 


95 Bedford Street 


For investment casting of fine 


WAX INJECTORS 


for accurate pattern production 





We recommend the 
FP Hydraulic Wax Injector 
for volume production of 
ring and other small pat- 
terns from rubber or metal 


molds— 


Electrically Heated Wax Pot 
is Thermostatically Controlled 
and Insulated. 


ALEXANDER SAUNDERS & CO. 


New York 14, N. Y. 
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THOMAE NOVELTIES 








613 


PHOTO CASES 


One shown for 3 pictures, approximate size 114 
x 2%. 

Also made for 2, 4, 5, and 6 pictures regularly 
or for any number on special order. Sterling sil- 
ver or 14 Kt gold. Illustrated price list available. 


CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 


Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 








THE 
Yisher SPORTS LINE 
CHARMS ANS MEDALS 


a 
ALL EVENTS 
7O YEARS OF 


QUALITY AND SERVICE 
THROUGH THE WHOLESALER 


SPORTS CATALOG ON REQUEST 








3. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 








FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 











— 


Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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| @ Several Boston jewelry stores issued 


Christmas gift booklets for the conveni- 


ence of their customers this year, the 
Smith Patterson one being decorated 


with snow flakes and Christmas ornaments 
on its cover. Other attractive booklets 
were gotten out by the Thomas Long Co.. 
Shreve, Crump & Low, and the A. Stowell 
Co.—the latter saying “Merry Christmas” 
for the 127th time. 

q For three days, Nov. 28 through 30, 
Shreve, Crump & Co. advertised, 
and “made the newspapers” with stories 
of their exhibit of the first stem-winding 
watch, designed and made in 1846 by 
Adrien Philippe. It was a featured item 
in a collection of Patek Philippe time- 
pieces. The “world’s most complicate! 
watch” was another display item—a watch 


| LOW 








with two faces, featuring a perpetual «al- 
endar which provides automatically for 
Leap Year, a celestial chart of visible 
constellations, phases of the moon’s ap- 
pearance, sunrise and sunset dials, and 
other features. 

q Front pages of Boston papers also carried 


the story on Dec. 3, of a Boston firm 
paying $68.300 for a fabulous diamond 
ring. This was sold in Miami to George 


Kopelman, treasurer of A. Kopelman & 
Sons—a 32-carat pear-shaped diamond ring 
once owned by the late Princess Lucy Eris- 
tavi-Tchicherine. A picture of the princess 
accompanied the story which said _ that 
Mr. Kopeiman was the highest of three 
bidders for the ring which was sold to 
settle the estate of the former Follies girl 
who grew tremendously rich—and died 
on Dec. 13, 1948. The ring was said to 
have been bought originally for $39,000. 
The stone is a rare blue diamond, taken 
from a tremendous 1200-carat stone, part 
of which glitters in the crown of England’s 
Queen Mary. 

q Augustus “Gus” U. Burque, of Nashua, 
N. H., marked 40 years in the jewelry 
business on Nov. 6, and found a new 
desk in his office, banked with flowers, to 
help celebrate the occasion. 

q Mrs. Addie Fisk Goddell, former presi- 
dent of the New Hampshire Retail Jewel- 
ers Association, recently remodeled her 
store in Epping, N. H., and held a formal 
opening program. 

q Some 25 members 
gemological student group of the New 
Hampshire Retail Jewelers Association 
met in Manchester on Nov. 9, at the store 


and guests of the 





of LeMay Brothers for their regular 
monthly session. 

q Verner E. Lurchin of J. Alberts’ Sons 
is back at work recuperating from a pro- 
longed illness. 

q During the pre-Christmas rush, many 
Boston wholesale jewelry houses remained 
open on Saturdays. 

4 Miss Patricia Morley has joined the 
Katherine A. Murphy Co. staff as book- 


keeper and secretary. 





NEW ENGLAND 


q Two Boston Jewelers were winners jp 

the national mystery shopper campaign 
contest staged by Jacques Kreisler—Dap. 
iel Seidier of the A. Weinberg Co., ang 
Frank N. Zabarsky, both located in the 
Province Building. 

q Two young ladies on the seventh floors 
of the Jewelers and Washington Buildings 
are in their “seventh Heaven” these days, 
Miss Rosalyn Channen of the Colton. 
Lewis, Inc.. firm, 703 Washington Build. 
ing, wearing a diamond given her Noy, 18 
by Milton Hootstein of Boston; and Miss 
Charlotte Koch, of the Louis F. Guiness, 
Inc.. company. 711 Jewelers Building, who 
also wears a diamond given her on Dee. 2 
by Arnold Greenberg of Boston. 

q Vhe 10 teams of the Boston Jewelers 
bowling League took their mid-winter va. 
cation through December 27, on which 
date they started the second half of the 
season at the Commonwealth Recreation 
Alleys, with the Thomas Long & Co. team 
leading. 

q Mrs. Robert McLaren. wife of “Bob” 
of the H. W. Stranger Co.. was observed 
back at her old stand during the Christ- 
mas holidays with Regina Stewart of the 
Kelleher-Beckwith Co.. 311 Washington 
Bldg. 

q Henry Kamlot, always on the lookout for 
old clocks. has acquired another antique 
alarm clock, the face of which shows an 
old man chewing, as the time clicks along 
in his place 307-10 Washington Bldg. 

q As the year drew to a close, it was a 
nip-and-tuck race for the mayoralty of the 
third floor Jewelers and Washington 
Buildings between “Jim” Bridges of Smith 
& Zaff and current incumbent, “Romie” 
R. W. Nathan. The latter forestalled his 
usual Floridian vacation a few weeks to 
intensify the campaign which was due to 
close, as usut!. on Christmas Eve. 

q Christmas Eve saw a number of parties 
at various establishments in the Jewelers 
and Washington Buildings, including the 
I. Alberts’ Sons firm, the Katherine A. 
Murphy Co., Smith & Zaff, Mahar & Eng: 




















HOT DOLLAR ITEM! 


Fast Moving! 
.. . Traffic ltem! 


Sterling Silver 


HAND MADE 


SUGAR TONG 


BON-BON 

Ideal for Brides, 

Anniversaries, 

Hostesses, Home. 
YOUR COST 60c 
$7.20 A DOZEN 

1 DOZEN MINIMUM 


HENRY MARSHALL CO. 
333 Washington St. 
Boston, Mass. 
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strom, and the H. W. Stranger Co., to 


name 4 few. 
4 In line with retail stores, many whole- 
zalers went in for Christmas decorations, 
and—unknown to each other—two dif- 
ferent places featured “Rudolph the Red- 
Nosed Reindeer,’ with his red nose ap- 
plied with lipstick. This happened at the 
Bella A. Glass Co. and D. C. Percival’s, 
while still others—C. V. Hoffman, Edmund 
W. Kirby Co., Alfred F. DeScenza, and 


Roy L. Spring—were all decorated taste- 





fully. 
¢ When it came to retail store decorations, 
however, there’s little doubt but that 


the Thomas Long Co. topped most Boston 
stores. The store was transformed into a 
“Winter Wonderland” by the use of 2,000 
huge paper snowflakes and 1,500 glisten- 
ing electric-blue Christmas balls hung from 
the ceiling by threads—a little idea of 
Miss Ruth McLaughlin, advertising, and 
Walter Driscoll, window decorator. 

4A new jewelry store, known as Nauri- 
son, Inc., opened recently in Palmer, Mass., 
operated by Morton Naurison, formerly of 
Stafford Springs, Conn. 

¢ The jewelry firm of R. E. Lyons, Whit- 
man, Mass., is now known as Menard 
Jewelers, at the same location, and with 
Ted Menard as proprietor. 

q J. W. Rutherford, formerly a _ watch- 
maker with Bates Jewelry Co., Calis, 
Maine, has opened a new store there 
known as Rutherford, Jeweler. 

q When an automobile hit a hydrant near 
his home in Brighton, Mass., recently, 


Oscar Zaff, of Smith & Zaff, donned hip 








RAISE CASH 
IMMEDIATELY 


Louis COLMES 
Th 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
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rubber boots, waded out initio the = street, 


and helped direct traflic. 


q Mr. and Mrs. Albert E. Bishop of 
Bishop’s Jewelry, Holyoke, spent the 
Thanksgiving holidays in New York City, 
and Mr. and Mrs. Andrew May, with 


Bulova Watch Co., in New England terri- 
tory, spent their Christmas holidays in 
New York. 

q Sherman Shatz of the Louis F. Guinness, 
Inc., firm, has taken a new bachelor apart- 
ment for himself in Brighton. 

q William E. Sutherland, jeweler of 8 
Winter St., Boston, has opened a branch 
in the lobby of the Insurance Building. 40 
Broad St., Boston. 

q John’s Jewelry store, formerly located 
in Watertown, has moved to a new leea- 
tion at 309 Huntington Ave., Boston. 

q New wall shelves and counters have just 
been installed in the quarters of Harry 
Parritz & Brother, Washington Building. 

q Donald F. Trask of Ludlow, Vt.. has 
just moved to a new location on Main St. 
q Richard F. (for Fish) Marshall, of 902 
Jewelers Building, a great disciple of 
Izaak Walton, has been fishing the wind- 
swept shores of Quincy Bay. Mass.. for 
smelt—with amazingly good luck. 

q About 50 members and guests attended 
the Nov. 9 meeting of the New England 
Guild of the American Gem Society, and 
included several from the New Hampshire 
gemological study group, among them Her- 
man Page, Portsmouth: Jack Sawyer, La- 
conia; Mr. and Mrs. M. J. Noury, Man- 
chester, and Albert and Norman Allie. 
Dover. Other out-of-towners were Mr. and 
Mrs. L. Blaine Libbey of Milford, Mass. 
Leo Kaplan of the Lazare Kaplan & Sons 


diamond cutting firm, New York City. 


talked on the cutting and proportioning of 


diamonds. The January meeting will be 
held on the I1th at The Smorgashord. 


Province St. 

q A bit of modernizing is going on at the 
A. R. West store, 183 Devonshire, Bos- 
ton, with new lights, wall cases, and par- 
titions installed. 

q With the completion of the new display 
windows at the A. Stowell & Co. store, a 
fine silver room has been opened just at 
the right, as customers enter the door. 
Mahogany-framed windows give a “look- 
see” into a charmingly appointed table 
setting, with plenty of wall-case displays. 
q An attractive Christmas note was used 
by the John Kennard & Co. store, which 
displayed gift-wrapped packages on three 
different tables showing silverware. clocks, 
and miscellaneous small items. 


~ ——- 


Liquidate Kur Jewelry Co. 


The complete liquidation of the Kur 
Jewelry Co., well-known wholesale jewelers 
of Washington. D. C.. was recently an- 
nounced hv Mrs. Sonya Kur Gorin. 

The late Herman Kur, who died on July 
6, 1949, was one of the founders of the 
firm. He started in the supply business 
with Mr. Alpher in 1909 and later or- 
ganized the Alpher. Kur Greenberg Co. 
Upon the death of Mr. Alpher. Mr. Kur 
acquired complete control of the business 
and in 1919 changed the firm’s name to 
the Kur Jewelry Co. 
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A very popular and attractive ring mounting 
for setting your diamond to best advantage. 
Available in both 10K and 14K yellow gold; 
side eagles in white gold. Can be had with 
a prong top or closed bezel as shown. 
Emblems enameled in authentic colors — | 
other combinations on special order. 








No. 1669 — 32nd Degree Ring Mounting. 
Memo and electros furnished on request. 




















YOU'LL WANT THESE 
NEW ADJUSTABLE MAIN | 
SPRING WINDERS) _ 





Exceptionally well made, Adjustable 


Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 


size. Cat. No. ABCKX ... 56.90 per set. 
_ASK YOUR DEALER FOR CATALOG "E" 


GENUINE TEV. Viioos * 


CARRY THIS TRADEMARK 
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q Local jewelers are joining other busi- 
ness men in the Girard Avenue group and 
the south Second Street group in plan- 
ning to give prizes for parades held on 
their streets following the breakup of the 
main Mummers’ Parade on Broad Street, 
January 2nd. Last year Allan Gurwood 
reported considerable interest in his store 
windows resulted from a division of the 
parade marching on Allegheny Ave. fol- 
lowing the main event. However, no an- 
nouncement of plans for repeating this per- 
formance have been made at the time of 
this writing. 

q Barr’s have been using’ give-aways 
through local moving picture houses to 
attract a steady flow of customers. Some 
are in conjunction with other merchants 
like, for instance, the one held on Thurs- 
day, December 8th at the 69th St. theater. 
The occasion was a Philadelphia Inquirer 
cooking school demonstration held prior 
to the matinee performance. Barr’s 
awarded a set of dinnerware as one of 
the door prizes. Others are exclusively 
Barr’s promotions such as a contest draw- 
ing held December 6th at the same theater. 
For two weeks in advance, everyone who 
attended this theater and the Ardmore, 
Parker, Manor and Lansdowne theaters re- 
ceived tickets entitling them to a chance 
at the door prizes. The drawing was held 
at the Upper Darby theater because of its 
central location. All the others were con- 
nected by telephone while the drawing was 
being held. The night of the drawing a 
“sift certificate” was presented to all those 
in attendance at all the theaters involved. 
Tt entitled the bearer to a one dollar de- 
duction on any purchase totalling ten dol- 
lars or more in any of the Barr’s six stores. 
Attached to this was a blank coupon to 
be filled in with the recipient’s name and 
address. For filling in this coupon and 
bringing it in to Barr’s 69th St. store, 
prospective customers received a_ silver- 
plated jelly server. 

q Louis Jagielky is attracting customers 
through ads propagating “the trend for 
pretty and charming jewelry.” 

q Louis Greenberg, former jewelry and 
gift shop operator. recently retired, died 
Nov. 19th in Presbyterian Hospital. Mr. 
Greenberg is survived bv four sons, Harry, 
Herman, Charles and William. 

q Edward W. A. Hoover of 103 S. 16th 
St., is now specializing in scarabs. “Get 
a woman to buy one piece with a scarab 
in it and she’ll come back for more and 
more.” says Mr. Hoover. 

q We’re waiting for the good news soon 
to be divulged by John J. Cawley of 106 
S. 7th St. This shop will soon “branch 
out” from its current activities as repair- 
ers and engravers for the trade. 

q Spot announcements three times daily 
on a local radio station during this pre- 
Christmas season have proven so satisfac- 
tory to Mr. Shellow, owner and manager 


of the Alexander M. Shellow store at 1524 
Chestnut St., that they will be continue 
throughout the coming year. 

q Diesingers of Ardmore, Pa., have also 
latched onto the scarab fad to bring cys. 
tomers back for repeated and _ profitable 
visits to the store. 

q Fox Chase Jewelers of 7990 Oxford Ave, 
Phila., are emphasizing personal contacts 
as their most effective means of promoting 
business in view of the fact that the shop 
is “set back” from the street where effec. 
live window displays are impossible, 

q Greater representation in the Bell Tele. 
phone Directory and less in the neighbor. 
hood newspapers will promote the Joseph 
M. Tancredi store at 1214 S. Broad S¢. 
this year. Mr. and Mrs. Tancredi are con. 
vinced that national advertising by manu- 
facturers creates the desire for their mer- 
chandise. “Point of sale” advertising 
showing them where they can obtain the 
desired merchandise may be most effective 
in directing these ready-to-buy prospects 
into their shop. Thus the change in ad- 
vertising policy. 

q Abe Kerman of 317 S. 6th St. tells us 
he has sold out his business to Morris 
Orwitz of 723 Sansom St. Mr. Orwitz 
was not available to discuss his plans. 

q Costume jewelry has practically disap- 
peared from the counters of the Mendel 
Rosenberg store at 1018 W. Girard Ave. 
This shop will deal almost exclusively with 
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CENTRAL WATCH MATERIALS 
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« Wholesole Jewelers 
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BOWMAN 


Technical School 
‘Help Yourself to a Better 
Future’’ 

Courses for Success for 


Watchmakers 


Engravers Jewelers 
Write for free booklet. 
JOHN J. BOWMAN, Director 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. “‘K’’ Ill’d Catalog 
BAidwin 9-1376 
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standard brand diamonds and watches dur- 


ing this year. 


4 William H. Diller of Reading, Pa., is 
receiving congratulations on the opening 
of a new China and Glass Room in his 
jewelry store at 422 Schuylkill Ave. The 
store has carried some china and glass- 
ware for years as a side-line. Recently 
this has become a significant part of the 
business when a small room in the rear 
of the shop was redecorated to make a 
beautiful background for the more effec- 
tive and dramatic showing of this mer- 
chandise. Advertising on a local radio 
station, in the Sunday newspaper and 
through direct mail has announced the 
opening of the new section. 

4 Activities in the various trade organiza- 
tions are being renewed now that the 
Christmas rush is over. During the month 
of December the Retail Jewelers, the San- 
som Street Business Men, the Horological 
Guild and others held no meetings. How- 
ever, the Eastern Pennsylvania Guild of 
the American Gem Society held a meeting 
late in November at the Benjamin Frank- 
lin School which was attended by 14 avid 
members who spent most of the evening 
identifying gemstones and evaluating them. 
They considered the color, cut, shape, in- 
clusions, and classified the stones as to 
whether they were natural, synthetic or 
imitation. 

q “Four Stores In One” is the new slogan 
seen everywhere under the name of M. 
Simon & Co. these days. The “four 
stores” are at 1222 Market St. The re- 
mainder of the slogan appearing in a 
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RESTRINGING 
For The Trade 


IO? 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
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block near the top of newspaper and di- 
rect mail advertising reads: “diamonds, 
jewelry, watches, television, radios, cam- 
eras, and electrical appliances.” Consider- 
ably more than four, we’d say. 

q Tappin’s held their “72nd Christmas 
Sale” starting December 12th and contin- 
uing for several days. They featured “na- 
tionally famous watches” without stating 
manufacturer’s names. 


STEADY HAND 








J. Frank Rittis, engraver for Elgin National 
Watch Co., examines head of common pin 
on which he has etched complete alphabet, 
his name and letters "USA." Rittis, who has 
worked for Elgin 50 years, started at age of 
13 and will be retired under the company's 
pension plan when he reaches 65 next year. 


He’s been on the payroll 50 un- 
broken years, but J. Frank Rittis, Jr., still 
isn t ready to retire from his job with Elgin 
National Watch Co. The reason: He’s 
only 64. 

Rittis, an engraver, started in 1899 at 
the age of 13, learning the same trade his 
father followed with Elgin for 45 years. 
His daughter, third-generation member of 
the family to work with the firm, is Mrs. 
Stanley McDonald, who is employed in an 
office position. 

One of 15 living persons who has worked 
for Elgin 50 years or more, Rittis was 
given a specially cased Lord Elgin “honor 
watch” when he crossed the half-century 
mark, the presentation being made _ by 
Howard D. Schaeffer, vice-president. 


N. J. Board of Education 
Approves Van Laar Courses 


The Van Laar Institute of Watch Repair- 
ing, Irvington, N. J., recently received the 
approval of the New Jersey State Board 
of Education to give training in the fol- 
lowing advanced courses: 1. Fine clock re- 
pairing; 2. Fine and complicated watches, 





‘and 3. Balances, hairsprings and escape- 


ments. 

Harry Van Laar, director of the school, 
stated that these courses have been de- 
signed for students who have completed 
the general course given in most horologi- 
cal schools, and apprentices at the bench, 
who wish to attain a better proficiency in 
their work. 
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MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 
on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 
New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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q Meyer’s Jewelry Store, New Orleans, 
La., has formally opened in its spacious 
new location at 913 Decatur, near Du- 
maine. Free souvenirs were given to those 
who visited the store on its formal open- 
ing date (Dec. 12). 

q Gordon’s Jewelers, 1605 Main Street, 
Dallas, Tex., announces that the interior 
of the store has been completely remod- 
eled. Manager Jack R. Colbert said walls 
have been painted in mulberry and apple 
green. Back offices were paneled. New 
lighting and fixtures were installed, too. 
q Robert E. Eschan, jeweler, has opened 
a new store in the Daniel Boone Hotel 
Building, 407 Capital St., Charleston, 
W. Va. 

q.G. Sutcliff & Co., Miami Beach, Fla., 
has obtained a charter from the Secretary 
of State to operate a general jewelry store 
business. Authorized capital stock is 50 
shares, no par value. Eleanor Fiedman, 
George Sutcliff and Morris Slott were 
listed as the incorporators. 

q Jack D. Snoddy has opened a new 
jewelry store at 118 South Main St., 
Greenville, S. C. The new firm is an au- 
thorized dealer for Elgin watches. 

q Bosse Jewelers, Raleigh, N. C., has oc- 
cupied new and larger quarters at 333 
Fayetteville St. There were free souvenirs 
on opening day. 

q Claude Qualls, associated with Douglas 
Jewelers, Troy, Ala., is the new president 
of the Troy Retail Merchants’ Association. 
q The Shaw Jewelry Co. opened the ninth 
store in its chain on November 16th, in 
the space formerly occupied by the Leut- 
wyler Jewelry Co. at 617 Congress St., 
Austin, Texas. Described as “a jewelry 
department store,” the new _ store has 
jewelry, diamond, watch, silverware, glass- 
ware and crystal, luggage, radio and home 
appliance departments. B. Martin Kessler. 
formerly assistant manager of the com- 
pany’s Houston store, is manager. 

q After only one week’s trial, a jewelry 
auction ordinance was amended recently 
by the City Council of Beaumont, Texas, 
to provide for a $25 auction fee instead 
of a $25 daily fee as under the original 
ordinance. The council’s action was taken 
after City Attorney George Murphy told 
them the daily fee had been ruled ex- 
orbitant by the courts. Local jewelers had 
insisted on early passage of the ordinance. 
q A new jewelry store, the Diamond 
Jewelry Co., has opened on Jefferson St. 
in Newman, Ga. O. D. Norton is man- 
ager and Mrs. George Castle is assistant 
manager. Both Mr. Norton and Mrs. Castle 
have had many years experience in the 
jewelry business. 

q Wagner’s Jewelers, now located at 116 
East Sixth, Amarillo, Texas, has leased 
a 60 by 60 foot space in the new First 
National Bank Building, scheduled for 
completion next spring. Clark Wagner, of 
the long established Amarillo jewelry 
firm, made the announcement. He said that 
the First National Bank is designing the 
store front to his specifications. New fix- 
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tures costing approximately $25,000 hay. 
been ordered for the store, Wagner gai 





Bernau Retires From Trade: 
Gillis Leases Old Store Site 


R. C. Bernau, Jr., manager and Owner 
of the Bernau Jewelry & Optical Co, 
Greensboro, N. C., retired from the jewelry 
business on.December 3lst. He will yp. 
sume active management of the Piedmon 
Optical Co. 

N. Aubrey Gillis has leased the firy 
floor and basement of the Bernau Jewelry 
Store which is now serving as quarters for 
a new jewelry concern. Mr. Gillis has 
applied for corporation papers and at this 
writing a name for the new concern was 
still undecided. He said the store would 
be operated under new merchandising 
methods and added that the same person. 
nel would be maintained. 

The Bernau Jewelry & Optical Co. was 
founded by the late R. C. Bernau, Sr,, in 
1887 and moved to Greensboro in 190], 
where the store has been operated since. 

Mr. Gillis, the new lease holder, has 
been a factory representative of Imperial 
Pearl Syndicate for the past 24% years. He 
worked out of Greensboro and was in 
charge of the company’s business in North 
and South Carolina. 


WPHI Certified by HIA 


Western Pennsylvania Horological Insti. 
tute, Pittsburgh, Pa., has been certified by 
the Horological Institute of America, ac- 
cording to a letter from Ralph E. Gould, 
HIA secretary, Washington, D. C. This 
recognition identifies Western Pennsylvania 
Horological Institute as “a vocational in- 
stitution of sound business and ethical in- 
tegrity; of worthy educational objectives; 
of proven qualification necessary to efficient 
training in the arts of watchmaking and 
watch repairing.” All WPHI graduates 
who have made application and taken the 
HIA examinations have passed them with 
high marks. 

WPHI was founded by Wm. O. Smith in 
1936. Smith, with the assistance of a staff 
of chronograph technicians, has developed 
the unique Esembl-O-Graf method of re- 
pairing chronograph watches. 











GENUINE FRENCH MARCASITE 


For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 
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WHO YESSES YOUR ADDRESSES? 


Get orders! Let ACCURATE address your 
mail to America’s largest, most accurate list 
of retail jewelers. As little as $7.50 per M. 


ACCURATE ADDRESSERS 
1233 SIXTH AVE., N. Y. 19, W. Y. © Circle 5-5678 
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THIRTEEN GEMEX EMPLOYEES REACH 


20-YEAR MARK 





Gemex Company greets new 20-year veterans at its annual party. From left to right, back 

row: Richard Bub, Walter Mueller, Lillian Kalisky, Walter Gocek, Otto Schuebel, John Sand, 

Andrew Fogarty. Front row: Eugen Prestinari, president of Gemex; Albert Lauterwald, Eugen 

Bayer, Otto Roller, Florence Vivoli, William Hoehn, Olivia Madeira, William Lichtenfels, 
vice-president. 


Thirteen more employees of Gemex Co. 
achieved the 20-year mark and were duly 
honored at the annual party given by the 
company at the Essex House, Newark, 
N. J. 

In introducing the 13 who have been 
with the company a score of years, Eugen 
Prestinari, president, pointed out that it 
is a matter of great pride to Gemex that 
it has the unusual record of nearly 25 
per cent of the organization being em- 
ployees of ten years standing. Two em- 











SPRINGBOARD into 1950 Sales 


SPRING SHOW 


9th Semi-Annual 
MidSouth Exhibitors 
MidSouth Gift & Jewelry Show 
MidSouth Variety Show 


February 13-16 
Hotel King Cotton 
Memphis, Tennessee 


For information: 
Write A. J. Cory, Director 
Manufacturers & Merchants Bldg. 
Memphis, Tenn. 
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ployees have been with the company for 
more than 30 years. 


S. Tucker Sons Award Prizes 
At Opening of New Department 


Late in November, S. Tucker Sons, re- 
tail jewelers of Philadelphia, Pa., gave 
away 15 watches and several other prizes 
at the formal opening of their new Radio 
and Appliance Department. The new de- 
partment is located across the street from 
their store at 4233 Lancaster Ave. 

One thousand invitations mailed to those 
selected from Tucker’s customer list 
brought in such huge crowds to the open- 
ing that prizes were awarded early so that 
the store might be cleared and room made 
for others that were invited. Over 2000 
people visited the store on re-opening day. 

The store owners are now in the midst 
of plans for holding “television parties” 
on Tuesday or Thursday nights—the only 
nights the store is usually closed. A small 
office in the rear of the building housing 
the Radio and Appliance Department has 
been turned into a “television theater” 
with special lighting and comfortable seats 
for about 25 prospects. 

Prospects selected from the jewelry store 
mailing list will be invited to these “par- 
ties” to see a popular telecast. After the 
program one of the salesmen will give a 
brief talk outlining the fine points and 
features of the set which the audience has 
been watching and tell of the deferred 
payment plan of purchase. Then refresh- 
ments will be served while other salesmen 
chat informally with those attending. 

Not only television but all departments 
of the store are expected to benefit from 
this promotion. 


Opens New Gem Cutting Shop 


The Orcutt Gem and Jewelry Co. has 
opened a custom cutting establishment for 
the jewelry trade at 1208 Burbank Blvd., 
Burbank, Calif. 

Mr. Orcutt has received many awards for 
his fine gem cutting and has been a lapidist 
in Southern California for many years. 
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Plain and Milgrain 
POLISHED 


SEAMLESS WEDDING RINGS 


LOWEST 
DWT. PRICES 


(PENNY WEIGHT) 


Prompt Delivery 
From Our Large Stocks 


WRITE FOR MEMO 
SAMPLE TRAY AND PRICES 
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PRECIOUS METALS SPECIALTIES CO., INC. 
11 Vincent St., Newark 5, N J. 
Tel. MArket 2-4287 




















For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
moke a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street , Texas 
































ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 

















JADE 


AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 
F. R. GABBOTT & CO., LTD. 


P. O. BOX 232 HONGKONG 
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WHO DO YOU KNOW, JOE? 


We have the names and addresses of over 
37,000 selected retail jewelers. We're ready 
to address and mail your message to all or 
for as little 


as $7.50 per M. ACCURATE ADDRESSERS 
1233 SIXTH AVE., W. Y. 19, W. Y¥. © Circle 5-5876 


any part of the list quickly . 
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Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
































LOST 


Nears Sl iE “Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
‘Finger-Print’ System in 
Yj/ ‘selecting Swiss Watch 
oP Material.” 
Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 Ilinois 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
. MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 




















STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from tarnish 
for many weeks. 

TEST IT YOURSELF 
and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business into your store. 


FREE SAMPLE 


- ee if you use your letter- 

ead. 

WELMAID MANUFACTURING CORP'N 

1737 No. Campbell, Dept. 21, 
Chicago 47 
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Becken Co. Leases New Quarters 
The A. C. Becken Co., Inc., wholesale 


jewelers of Chicago, Ill., has leased ap- 
proximately 15,000 square feet of space 
on the eighth floor of the State-Madison 
Building. 

The Becken firm now occupies space on 
three floors of the Heyworth Building and 
maintains branch offices in Dallas, Detroit, 
Denver and Nashville. The company’s 
new quarters in the State-Madison Build- 
ing will be completely remodeled, with 
occupancy scheduled for May 1, 1950, 
or earlier. 





C. & E. Marshall Co. Produces 
Full Color 14 MM Sound Movie 


A 16 MM full color sound movie en- 
titled “Your Swiss Material Problems Sim- 
plified,” entirely prepared and produced by 
the employees of C. & E. Marshall Co., 
Chicago, Lll., is being released for show- 
ing to groups of people in the watchmak- 
ing industry. 

The purpose of the movie, which is 
available free of charge, is to try to sim- 
plify some of the problems encountered 
by watchmakers in their daily repair work. 
The film has already been shown by sev- 
eral watchmaking groups and their com- 
ments have been generally favorable. Some 
of the subjects covered by the movie are: 
New developments in waterproof pack- 
aging of material, New methods of stock- 
ing material, Correct methods of ordering 
material, New methods of stock control, 
etc. 

Many groups of watchmakers throughout 
the country, who have not yet seen the 
movie, have shown a great deal of interest 
in showing it at their meetings. For 
this reason, the company is setting up 
a definite method of dates and times for 
distribution. Since there will be only a 
limited number of prints available for 
showing at the same time, the company 
would like to hear from every interested 
sroup as soon as possible so that a favor- 
able schedule for each can be arranged. 

For arrangements, contact Jack K. Mar- 
shall. C. & E. Marshall Co., Box 7737, 
Chicago 80, IIl. 





Jewelry Training Service 
Offers Well-Rounded Program 


Jewelry Training Service of Chicago, 
[ll., a non-profit school sponsored by the 
three large Chicago jewelry trade organi- 
zations, is one of the few schools in the 
country where training in the working of 
precious metals can be obtained. Stu- 
dents learn to make the finest type of 
diamond set jewelry which includes 
brooches, pins, pendants and rings of 
various types. 

The program is divided into two sepa- 
rate parts—a jewelry manufacturing pro- 
gram and a diamond setting program. The 
jewelry manufacturing course offers train- 


CHICAGO 


ing in the skills of shaping, forming anj 
soldering which includes sawing, Piercin 
and filing. This program is an excellen 
first step towards the objective of special 
order jeweler or model maker jn th 
jewelry field. 

The stone setting program offers instruc. 
tion in bezel, square, tiffany, fishtail and 
channel setting as well as _ in Setting 
baguette, marquise and_ emerald cut 
stones. Students can register for either 
one of the above classes or may upon con. 
pletion of the jewelry manufacturing 
course, enter the stone setting class, 

Besides the program offered in jewelry 
training, the school also offers a watch. 
making program which has been nationally 
approved by the Horological Institute of 
America. 

The school is sponsored by the Chicago 
Jewelers Association, the Jewelers Asso. 
ciation of Greater Chicago, and the Man. 
ufacturing Jewelry Association of Chi. 
cago. Twenty-three men from the jewelry 
industry compose the school’s board of 
directors. Committees composed of men 
from each branch of the trade supervise 
in their respective fields. 

The officers of the school include: Mead 
Montgomery (M. A. Mead & Co.), pres 
ident; Frank Milhening (J. Milhening & 
Co.), vice president; Milton Axelrad 
(Pakula & Co.), treasurer, and Ira Marks 
(Lebolt & Co.), secretary. 

The school is completely approved under 
the State Vocational Education program 
as well as approved for the training of 
veterans. 





Cureton Leaves on Cruise 


Geo. W. Cureton of the Newall Mfg. 
Co., Chicago, Ill., left on an extended 
South American cruise on the 22nd of 
December. He will return to Chicago on 
the 8th of February, 1950. 








“THE PATHWAY TO SUCCESS" 





JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 

















ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 
20 years 
6956 North Ashland Ave., Chicago 26 
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sEASON'S ‘GREETINGS TO ILLINOIS CONGRESSMEN 


—— GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 













2 excise taxes are likely to be one 
yet great issues of the Eighty-First 
Congress, Illinois jewelers used this effec- 
tive means of informing their congress- 
men that they would like relief from the 
discriminatory tax in 1950. This clever, 
dual purpose Christmas card was made 
available to Illinois jewelers through the 
Illinois Retail Jewelers Association. The 








gssociation furnished members with a 
complete list of Illinois congressmen and 
their home addresses and asked them Se 
send a card to their representative at 


his home. 


..gou can make ita happy new year 
for me if you'll help put 


these packages under my 









1950 Christmas tree... 


Watch and Clock Collectors 
Elect Clamitz President 


Francis Clamitz, Chicago attorney, was 
elected president of the Midwest Chapter 
of the National Association of Watch and 
Clock Collectors at a recent meeting. The 
meeting was held on November 15th at 
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the Chapter’s permanent quarters in the 
Chicago Institute of Watchmaking, 6 East 
Lake St., Chicago, III. 

Other officers elected for the 
year were: Harry W. Yaseen, noted col- 
lector and jeweler, honorary president; 
Professor Richard H. Cole, Northwestern 
University, first vice president; Paul Leeds, 
director of the Chicago Institute of Watch- 
making, secretary, and James A. McKee, 
Technical Editor of National Jeweler, 
ireasurer., 


—_——_— - ———_— 


Hannaford to Lecture on Gems 
At New York's Town Hall 


Gladys Babson Hannaford, noted speaker 
on diamonds, will be presented in a spe- 
cial lecture on the winter series at Town 


Hall in New York City on Tuesday, Febru- 


ary 7, at 11 A. M. Her topic is “Dia- | 
monds—Fact and Fable.” 
This event brings the country’s best 


known speaker on diamonds to the most 
famous lecture platform. It is the first 
time that the King of Gems has been the 
subject of a Town Hall program. Tickets 
for non-members are $1.80 in the orchestra, 
$1.20 in the balcony. 





q Drawing on his 20 years in the retail 
jewelry field in Southern California, Robert 
O’Krent has opened his own store at 6720 
Pacific Blvd., Huntington Park, Calif. 
under the name O’Krent Jewelers. For the 
past 10 years Mr. O’Krent has been-asso- 
ciated with Eastern Columbia Department 
Stores in their jewelry department. 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 
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24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
FINEST WATCH REPAIRING 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 
Rm. 418 5 S. Wabash Ave. 


CHICAGO 3, ILL. 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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| THE CHICAGO INSTITUTE OF WATCHMAXING 


- “ho can truly explain our successful plan of 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 


sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING 
6 E. Lake St. (new location) Chicago 1, Ill. 
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We SPECIALIZE... 


in special sodee weeks, Sad - your 
specifications. Wl serbonit a design 
nithect obligation. 





SCHUMER BROTHERS CO. 


Wha n ufa clurin gG Newelers 


5 EAST THIRD STREET 


DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 


114 West 6th Street. Cincinnal:, Ohio 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI * NEW ORLEANS 

















14K Gold Diamond Earrings 
set With Selected Quality 
Full Cut Diamonds up to 1!/4 Ct. 





Competitively Priced for True Value 
MEMO. SELECTION UPON REQUEST 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST. CHICAGO, ILL. 














A TOPFLIGHT TIP 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
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q Officers of the Cincinnati Wholesale and 
Manufacturing Jewelers Association were 
anticipating a large attendance at the an- 
nual business meeting and election of 
officers on Jan. 16, in Hotel Alms. Presi- 
dent Robert Seifert was to preside, and 
the principal speaker was to be Ed. Wim- 
mer, vice president of the National Federa- 
tion of Independent Business, Inc. Motion 
pictures taken at the Association’s annual 
summer picnic in 1948 were to be shown 
by Boris Litwin, and of the 1949 picnic 
by Mr. Seifert. Arrangements for the 
meeting were in charge of the entertain- 
ment committee, of which Clarence Loeb 
is chairman. 

q Maury Solomon of D. Jacobs Sons Co.. 
wholesalers at 811 Race St., who, since 
1942, has been treasurer of Queen City 
Lodge No. 4, Fraternal Order of Police 
Associates, recently was presented with a 
handsome tan over-night bag as an expres- 
sion of appreciation for his services in the 
organization. 

q Charles E. Richter, owner of the Richter 
Jewelry Co., has been elected president of 
the Cincinnati Exchange Club. 

q Clarence Loeb of Litwin and Sons, Inc., 
and Mrs. Loeb are vacationing for a month 
at Hollywood Beach, Fla. 

q Watts and Co. is a new retail jewelry 
store opened recently in Richmond, Ind. 
q All local jewelry manufacturing plants 
and wholesale offices were open Saturdays 
and Sundays during December in an effort 
to keep up with the large volume of orders 
which poured in from retailers in all sec- 
tions of the country. The total volume of 
business was expected to exceed that of 
last year by a substantial amount. 

q Harry Waxman, who has operated a 
jewelry manufacturing business here for a 
number of years, is now a member of the 
sales force of the Kaufman-Kassel Co., 
wholesalers at 434 Elm St. Mr. Waxman 
will cover the eastern and southern terri- 
tory. 

q Lester Levine, merchandise manager for 
the Miller Brothers Watch Strap Manufac- 
turing Co., 817 Main St., and Miss Sho- 
shana Wolk were married on Novy. 27. The 
wedding was followed by a reception at the 
bride’s home for 300 friends, including 
many in the jewelry trade. The couple 
honeymooned at Miami Beach, Fla. 

q The Siegel retail jewelry store at 5 East 
Sixth St. has been purchased from Harry 
Siegel by the Richter Brothers, who have 
spent about $10,000 in remodeling and 
renovating the store, which is now known 
as Lords Jewelry Co. Mr. Richter also 
owns the Richter Jewelry Co. at Sixth and 
Main Sts. 

q Julius D. Jacobs, Jr., of D. Jacobs Sons 
Co., has been awarded a diploma in the 
theory of gemology by the Gemological 
Institute of America. 

q Robert Faigle of Faigle Brothers, manu- 
facturers at 528 Walnut St., has returned 
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from a very successful business trip, which 

he made through the south during Noven. 

ber and early December. 

q The local jewelry business was wel] rep. 

resented among candidates for the Congis. 

tory of 32nd degree Masons, at a recent 

initiation. The group included Boris Litwin 

and Russell Sweeney of Litwin and Sons, 

Inc., and Ken Matsumoto, jewelry display 

manufacturer. 

q The Gerwe Brown Co., wholesalers in the 

Temple Bar Building, pulled a nifty oy 

of the bag. They had pre-Christmas ap. 

nouncements to retailers mailed from the 

famous Santa Claus, Ind., post office, 

q Recent buying trips have been made by 

James H. Heldman and Julian G. Schwab 

of A. G. Schwab and Sons, Inc., wholesalers 

at 229 East Sixth St., to New York City, 

and A. J. Kovac of the Flanagan-Kovac Co, 

wholesalers in the Enquirer Building, to 
Providence, R. I. 

q Recent business trips have been made by 
Albert Sauer of A. Sauer and Co., manu. 
facturer at 329 East Eighth St., to Chicago: 
Percy Lucas of Rosfelder Brothers and Co., 
manufacturers at 413 Race St., to Indiana 
points; Victor Youkilis of the Victor, Corp, 
wholesalers in the Enquirer Building, to 
Kentucky, and Victor Kaufman of the same 
firm, to West Virginia cities. 

q Other travelers included Ralph E. Goebel, 
wholesaler in the Provident Bank Building, 
to Louisville, Ky.; Bud Jacobs and Jack 
Stepheny of D. Jacobs Sons Co., and Ray 
Eibel of Klein Brothers Co., wholesalers 
in the Enquirer Building. 

q Recent Cincinnati visitors included Wil- 
liam Pearlman of the Savin Jewelry Store, 
Hamilton, Ohio; James Pennington, Os- 
sian, Ind.; E. C. Jobes, New Madison, 
Ohio; George Beduzzi, Iskin Manufacturing 
Co..; Bernie Holzman, Speidel Corp., and 
Daniel Adams and Paul Seibel, Hamilton 
Watch Co. 

q Every employee of the Gerwe Brown Co., 
including their traveling salesmen, received 
a dressed turkey for Christmas with the 
compliments of the firm. 





Cincinnati Gem Study Group 
Meets Twice Monthly 


Twenty students are enrolled in_ the 
current class of the Cincinnati Gemological 
Study Group, which meets for four-hour 
sessions on the first and third Wednesday 
evening of each month in the Cincinnati 
Gemological Laboratory in the Keith 
Building. 

Instruction includes the practice of 
gemology, instrument work, gem. testing 
and grading and a series of 24 lectures 
covering all phases of the subject. The 
instructors are Edward F. Herschede, Jr., 
certified gemologist, who operates the Cin- 
cinnati Gemological Laboratory, and Prof. 
Otto Von Schlichten of the Minerology 
Department at the University of Cincinnati. 
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Miller Bros. Watch Strap Co. 
Send Out Clever Price List 


Miller Brothers Watch Strap Manufac- 
17 Main St., Cincinnati, Ohio, 
d the wholesale trade with 
a clever and attractive price list. It is in 
the form of a 6 by 9! inch folder on 
coated cardboard stock, with the two in- 
side pages printed in newspaper style, 
with news of their products datelined 
from such places as “Pigskin, Ohio, > “Cor- 
dovan, Ind.” and “Calfskin, Ky. 

On the last page, the jobbers’ cost and 
resale prices, and the retail prices are 
fisted for 37 different items in the Miller 


Brothers line. 


turing Co., 8 
has circularize 





Breines Observes Anniversary 


Abe M. Breines, retail jeweler in Cin- 
cinnati, Ohio, has received trade-wide con- 
gratulations on the completion in November 
of 20 years in business. During that entire 
period, Mr. Breines store has been located 
on the seventh floor of the Enquirer 


Building. 





Akron Jewelers Elect Backer 


Albert I. Backer of Backer’s Jewelry was 
recently elected president of the Akron 
District Jewelers Association. Other off- 
cers are Henry B. Ball, vice president; 
Hal F. Pitkin, secretary, and V. E. Chit- 
tenden, treasurer. 

The association appointed a merchandise 
and advertising practices committee to 
work with the Better Business Bureau in 
curbing misleading jewelry advertising. 
Members of the committee are Irving 
Shaw, Gerald Dales, Paul Kempel and 
Jack Arnold. 


JSA Forwards $500 in Rewards 
For Aid in Solving Crimes 


The Jewelers Security Alliance of the 
United States recently forwarded checks 
for $100 to the following for the arrest 
and conviction of criminals in crimes listed 
below: 

James R. Smith and police officers Joe 
Lamb and H. FE. Ebert received a $100 


check for their participation in the arrest 
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smashed the window of Arthur’s jewelry 
store of San Bernardino, Calif., and re- 
moved a quantity of watches. 

A check was forwarded to Louis Jung 
as a reward for his participation in the 
arrest and conviction of Paul D. Jacobs 
who attempted to steal a wrist watch from 
the jewelry store of B. & L. D. Gutowitz. 
Hempstead, N. Y. Jacobs has been sen- 
tenced to serve four years in Sing Sing 
Prison. 

Chief of Police O. D. Garton received 
a check for the arrest and conviction of 
Roscoe Jenkins and Charles D. Miller 
who stole two trays of rings from Mehl’s 
Jewelers of Richmond, Va., in August, 
1948. Jenkins and Miller have been sen- 
tenced to serve three years in the Stat« 
Penitentiary. 

A reward was forwarded to detectives 
R. L. Shutley and L. B. Witcher for the 
arrest and conviction of John Willie 
Grimes who smashed the window of the 
Schneider & Son jewelry store, Atlanta, 
Ga., in May and stole approximately $128 
worth of merchandise. Grimes has been 
sentenced to serve from one to two years 
in the Georgia chain gang. 

A check was also forwarded to detec- 
tives J. J. Morris and W. E. Harwell as 
a reward for the arrest and conviction of 
Zelmo Collins who smashed the window 
of the jewelry store of Walter R. Thomas. 
Inc., Atlanta, Ga., in June and removed 
about $200 worth of merchandise. 





OLD TIMERS 





First watches ever manufactured in Elgin 
are displayed at Elgin Watchmakers' Col- 
lege as part of observance marking Elgin's 
85th anniversary. William H. Samelius 
(right), director of school, holds first Elgin 
man's watch, completed April |, 1867, while 
James J. Gilliam, assistant director, exam- 
ines first lady's watch, dated May |, 1869. 
Both timepieces, keywound and key set, ar2 
still in good working order. 


24-K. Club Admits New Members 


Nine new members have been welcemed 
into the ranks of the Jewelers 24 Karat 
Club of Southern California. They are: 
Irving Goldsmith (Imperial Pearl Syndi- 
cate); Eddie Raphael and George Kessler 
(both Gary’s Jewelers, Torrance); Harry 
Goldstein (Mayor Jewelry Co.) ; Jack Klein 
(Pennino Bros.) ; Mitchell Teeman (Acme 
Watch) ; Murray Silverman (mfrs. agent) 
and Harold Weisbrod and Louis Weisbrod 
(both of Palomar Watch Co.). 
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REFINERS SMELTERS ASSAYERS 
WE REFINE— FILINGS - 


SWEEPINGS - OLD GOLD - SILVER 
AND PLATINUM , 

WE SELL FINE GOLD 
PLAT ALLOYED GOLD .- 
ORIDE G - FINE SILVER 


PLAILINUM 
CH 
7 _ 


- ANODES STERLING SILVER - 
SOLDERS OF ALL KINDS 


CINCINNATI, OHIO 











To Manufacturers and Wholesalers Only | 


Plain and Milgrain 
POLISHED 


SEAMLESS WEDDING RINGS 


LOWEST 
DWT. PRICES 


(PENNYWEIGHT) 


Prompt Delivery 
From Our Large Stocks 


WRITE FOR MEMO 
SAMPLE TRAY AND PRICES 
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PRECIOUS METALS SPECIALTIES CO., INC. 
11 Vincent St., Newark 5, N. J. 











Tel. MArket 2-4287 | 








ken matsumoto & co. 
Jewelry Display Specialists 
CREATORS OF 
BACKGROUND DISPLAYS 


1109 MAIN ST., CINCINNATI 10, OHIO 
PHONE PARKWAY 1392 














Complete Courses in 


WATCHMAKING — ENGRAVING 
JEWELRY REPAIR & MANUFACTURING 


Our Catalog, “The Door of 
Opportunity,” Free on request 


A. W. THACKER ACADEMY 
423 Federal St., Pittsburgh 12, Penna. 














WHAT’S YOUR ADDRESS, BESS? 


The addresses of more than 37,000 selected 
retail jewelers are in our files. Your mail 


addressed to any or all of the list for as 
little as $7.50 per M. For details: 

ACCURATE ADDRESSERS 
1233 SIXTH AVE., N. Y. 19, N. Y. © Circle 5-5876 
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here to B ay Jutius G. Bick, 68, director of sales for ALFRED I. RoempPKE, 88, pioneer Term 
e Fisher Silversmiths, Inc., 358 Fifth Ave., jeweler, died in Dallas, Texas, on 

China and Glass New York, since 1918, died November 21st. ber 13th. A native of Goetburg, — 
OSES LEER RRRRRAFSS) Mr. Bick had been in the silver and dia- he came to this country as a young a 
mond business for more than 40 years and ~ was a > the jewelry busines, 

was a former president of the Southern in Texas for more than 50 years, He 
— ~ fate ate 4 — Travelers Association. He is survived by ated jewelry stores in Galveston nd te 
4 his widow and a brother. Antonio before he went to Dallas jn 1914 
Importers of Henry Hersert Day, 73, for many years where he was associated with the Arthur 
China, Glass and Earthenware associated with Day, Clark & Co., 23 | Everts Co. and later with Linz Brother 
Dinnerware, Art Goods, Giftwares Maiden Lane, New York, died November CHARLES VOLK, 49, partner in Volk 
Murray Hill 3-5460 16th. Mr. Day started his career in the Jewelers, Cleveland, died November 27th 
jewelry industry in 1892 when he went to of a heart attack. Mr. Volk entered the 
work for J. E. Parker, jeweler of Morris- jewelry business founded by his father 





town, N. J. In 1903 he went to New York and for the past 22 years was a partner 


WwW E D & WwW Oo Oo D to work for Day Clark & Co. and shortly with his brother, Frank. 


Bone China Dinnerware, Queen's Ware after began traveling on the road for this 



























































Jasper and Black Basalt firm, continuing until the end of 1912. L. Rouillion, Educator, Dies: 
Trade-Mark WEDGWOOD After leaving Day Clark & Co. to work as . 
JOSIAH WEDGWOOD & SONS, INC.| | 2 Commissionaire in Paris for several | Founded Jewelry Design Class 
24 East 54th Street New York City years, Mr. Day joined the firm again in Louis Rouillion, 85, for 45 years director 
1915 as a= sales representative. From of the Mechanics Institute, 20 West 44th 
1917 to 1937 he worked as a Commis- St., New York, died at his home in Orlando, 
EDWARD BOOTE INC sionaire in New York. From 1920 to Fla., on December 6th. 
' ° 1930 Mr. Day went to Europe for about Mr. Rouillion, through his foresight and 
35 & 37 W. 23rd St., New York, N. Y. six months of each year to work there also great ambition, developed a school where 
Tel. ORegon 5-1928 as a Commissionaire. He crossed this all tradesmen in arts and crafts have an 
ROYAL CROWN DERBY CHINA country about 75 times, and the ocean 44 excellent opportunity to develop their pro. 
WOOD & SONS DINNERWARE times; in all a half million miles of travel, fessional skill. 

GRAFTON BONE CHINA and knew European countries from Nor- During the 45 years he served as director, 
way to Spain. He produced and sold hundreds of thousands of young men de- 
many beautiful objets d’art, both to pri- veloped skill in arts and crafts and many 

MADDOCK & MILLER. INC vate patrons, and retail jewelers from have achieved great success and _ national 

. ; 4 ° coast to coast. prominency. 

English China and Earthenware SOLOMON Kutner, 88, nationally known Mr. Rouillion had long sensed the tre. 
nsownetnd DECAL Sineware FOLEY Bone China expert on pearls, died on December Ist mendous need for a jewelry designing class, 

S$ lronstone Ware IRISH BELLEEK ae ey , 

COALPORT Bone China and Earthenware after a brief illness. Mr. Kutner came to As soon as he had adequate classroom 
ROYAL CAULDON Bone China and Earthenware this country in 1901, and was instrumental space for this art, he alerted the trade and 
129 Fifth Avenue, New York 3, N. Y. in developing the American fresh water with their help selected the most prominent 
pearl industry. He exported practically designers and approved a class in the art 
the entire output of the American rivers to of jewelry designing. Even though Mr. 
India. In return, he was importing ori- Rouillion had the full cooperation of the 
e O O T an S ental pearls from that country. designers he hired, he seemed to be having 
Keii\s Nationally Advertised Lee LAMONTE LAUTERBACH, 56, promi- the same degree of success with the course 
. . nent jeweler of Petersburg, Va., died in a as other school principals who had tried, 
Fine English Tableware local hospital December 11 after a brief failed and given up. Mr. Rouillion, how- 

Send for illustrated literature. Dept. J.C. illness. He was a member of the firm of ever, failed to be dismayed. 
MIDHURST IMPORTING CORP. C. F. Lauterbach’s Sons, one of Peters- After several other unsuccessful attempts 
129 FIFTH AVENUE NEW YORK 3, N. Y. burg’s oldest jewelry organizations. with the jewelry designing course, he in- 
J. Loucurey Roserts, one of the own- vited Christian A. Jakobb, a successful de- 
ers of the John M. Roberts & Son Co.. signer, to accept the post as teacher of this 
TEDMAN IMPORTING CO. jewelers, located at Wood St. & Diamond art. Mr. Jakobb, who has had many of 
225 Fifth Ave., Room 829 = Tele.: MU 5-5324 St., Pittsburgh, Pa., died November 23rd. his original designs published in the trade 
New York 10, New York Mr. Roberts served as an executive of this and business magazines. accepted the post 


ENGLISH BONE CHINA company for over 40 years, and was well and under his tutorage the course has 
steadily developed to great success. 
Tea, After Dinner and Breakfast Sets, Smoking teadlly ¢ I e 
Articles, Toby Jugs and Lustreware 














JIC Sets Date For Meeting 


The Jewelry Industry Council will hold 











tS importers of its annual general membership meeting on 
ENGLISH CHINA J. LOUGHREY January 15, 1950—the day after the annual 
one ROBERTS banquet of the Twenty-Four Karat Club of 


EARTHENWARE 
Stoek end Import 


FONDEVILLE & €O., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 


the City of New York. The Council’s meet- 
ing will be held at the Waldorf-Astoria 
Hotel in New York and will start with 
luncheon at 11:30 in the morning in the 
Wedgwood Room. 

The meeting will hear reports from off- 


ROYAL DOU LTON = cers and directors of the Council on work 


























known throughout the United States and done in 1949 and on plans for 1950 opera- 
I a Sn: ee Europe. He on a member of the third tions. It will also receive reports on 
DOULTON and CO., Ine. generation of the Roberts jewelry family. sults of a mail ballot for election of direc- 
Successors To Surviving are his mother, his widow, two tors and on a mail ballot to increase the 
oR, G Coe Sarena daughters and two sons. He also leaves number of the Council’s Board of Direc- 

68 FIR Ave. New Vert, N.Y. | three sisters and a brother. tors from 25 to 41 members. 
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W. F. Dalzell, president of Fostoria Glass Co. (third front right), presented gold watches 
to 41 employees with service records of 40 years or more at a Recognition Dinner held on 
November 22nd. The principal speakers at the dinner stressed the excellent relations which 
have existed between employees and management throughout Fostoria's 62 years of existence. 
Seated at the speakers table were (I. to r.) George Dougherty, Harry H. Cook, Guy Alex- 
ander, Robert F. Hannum, Mr. Dalzell, A. W. Koenemund, and J. Raymond Price. 





One hundred ninety-two employees of 
Fostoria Glass Co., Moundsville, W. Va., 
with 25 years or more service, were hon- 
ored at a Recognition Dinner held on No- 
vember 22nd at the Moundsville Country 
Club. This group represented 20 per cent 
of Fostoria’s personnel. 

Guests at the speaker’s table with the 
company and local union officials were: 
Harry H. Cook, president, and Guy Alex- 





ander, third vice president of the Ameri- 
can Flint Glass Workers’ Union, both from 
Toledo, Ohio, and from the Pittsburgh 
headquarters of the National Association 
of Manufacturers of Pressed and Blown 
Glassware, George Dougherty, executive 
vice president and J. Raymond Price, sec- 
retary. Robert F. Hannum, vice president 
and general manager of the company, was 
toastmaster for the evening. 





South African Couple Observe 
Golden Wedding Anniversary 


Long distance congratulations are in 
order for John Katz, chairman and man- 
aging director of Katz & Lourie Ltd. of 
Johannesburg, South Africa, and Mrs. 
Katz who celebrated their 50th wedding 
anniversary on November 22nd. Mr. and 
Mrs. Katz have lived all these years in 
South Africa with the exception of a few 
visits overseas. 

One of the couple’s outstanding mem- 
ories is their marriage in Cape Town in 
1899 during the beginning of the South 
African war. To get there—it was the only 
railway line open—Mr. Katz and_ his 
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fiancee had to travel in a cattle truck for 
three days and two nights. Before leaving 
for Cape Town, which is 1000 miles from 
Johannesburg, Mr. Katz locked and barri- 
caded his store. 

When he returned to his business two 
years later after serving in the armed 
forces, he removed the barricades but 
found that not a thing was touched. Every- 
thing was just as he had left it with the 
exception of dust and cobwebs that had 
accumulated during his absence. What a 
difference to present times when jewelers 
exercise much caution in adequately pro- 
tecting their premises. 

The history of Katz & Lourie Ltd. is 
an interesting one. In 1895, Mr. Katz, 
then 25 years old, arrived in Johannesburg 
from London and towards the end of that 
year established his own business. Shortly 
after Harry Lourie joined him and _to- 
gether they established the firm of Katz 
& Lourie Ltd., dealing in watches and 
jewelry. That joint venture—they started 
with a capital of $500 each—grew rap- 
idly until today the firm’s stock of precious 
stones, jewelry and other lines is very 


close to $1,000,000. 


School Adopts Fried's Manual 


Paul Leeds, director of the Chicago In- 
stitute of Watchmaking, has announced 
that after a careful study and considera- 
tion, the faculty and board of directors 
of the Institute has decided to use the 
“Watch Repairer’s Manual” by Henry B. 
Fried as the study text book for their na- 
tionally accredited school. 
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Where to Buy 








CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 


GLASS a 
GIFT and ARTWARES 


Domestic and Foreign 


CHINA 7 TABLEWARE 


EARTHENWARE °@ 








SERVICE PLATES - DINNERWARE 


SINCE 1918 
Patterns especially designed for 
EWELERS 


Specialists in All-Over Gold Decorations 
Write for details. 
INC. 


ATLAS CHINA C@O., 
27 WEST 20th ST., NEW YORK 11, N. Y. 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 


LOngacre 4-785] 
BONE CHINA 


Aus Z U.S.A. Representatives 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. ¢ New York: 1107 Broadway 

















ENGLISH 











CRYSTAL by BRODEGAARD 
Send for NEW 1950 ILLUSTRATED 
CATALOG showing diversified selections 
in Swedish Importations and American- 
made Drinking Accessories. 

R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 


MARY RYAN ccessons 


FURNITURE 








GIFT AND ART 
NOVELTIES 


225 Fifth Avenue. New York 
Merchandise Mart, Chicago 








CASTLETON 


Distinguished American China 






CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 


212 FIFTH AVENUE NEW YORK 10 








ENRIGHT - LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 


STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for 36-page illustrated catalog 


160 FIFTH AVENUE NEW YORK 10, N. Y. 


Telephone: CHelsea 2-3702 and CHelsea 2-2558 
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Various Types of Watch Screws 


Simple as they are individually, the varied assortment of screws used in a 


watch are one of the most complex facets of the watchmakers’ trade. In this 


article, these various screws and some of their differences are explained. 


by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N. Y. 


(Drawings by the author ) 


O.: of the most paradoxical branches of 
watchmaking centers around watch screws. No universal 
agreement exists on thread size, pitch, design or thread 
direction. 

In one watch, one may find as many as four different 
kinds of bridge screws, ratchet and crown wheel screws 
with different thread direction, cap and jewel screws of 
various thicknesses and lengths, some with polished 
heads, others with unpolished heads but polished thread 
ends and other differences. A listing of these screws and 
some of the differences found in watches of ordinary 
construction might follow in this order: 

Bridge screws: Long, short, thin heads and thin 

threads, regular threads but short heads. 

Jewel screws: Unfinished heads, polished heads, polish- 

ed thread ends (only), very short threaded sections. 

Case screws: Long full heads, long half (“D”) heads, 

short full heads, short half-heads. 

Crown wheel screws: Left thread, right thread, shoul- 

der screws. 

Ratchet wheel screws (also called barrel arbor screws) ; 

right and left threads. 

Set lever screws: Hip-shoulder screws; long-head 

shoulder screw. 

Stud screw: Wide, short head, long thin screw. 

Click screws: Wide, short head, thin thread; shoulder 

screws, combination click and bridge screw. 

Pallet bridge screw: Regulator spring screw, mi- 

crometer (regulator) screw, setting bridge screw. 

Dial screws: Hip, side and top-dial screws. 

To be able to recognize their differences and the rea- 
sens for these disimilarities as well as the ability to make 
these screws is an important facet of the watchmakers’ 
trade. 

One should realize that a varied assortment of screws 
in one watch raises the cost of production considerably. 
This is due to the many set-ups required for production 


194 


as well as the problem of assembling the unit. Therefore, 
it must be reasoned that each screw that differs from 
one another in the same category in one watch, is made 
so purposely. 

The design of a screw is primarily utilitarian; it must 
serve a specific purpose. After this, it may be made to 
improve the appearance of the watch. This may take the 
form of a polish, bevel, or color. Sometimes a screw is 
made blue or wine color to make it stand out from 
others of similar size, and its individual color serves 
as a reminder of its unique purpose. Such a screw in 
a pocket watch with a negative setting may indicate that 
this one may be tightened to bind the set parts in the 
winding position in preparation for timing the move- 
ment out of the case. 


BRIDGE SCREWS 


Bridge or plate screws are made as long and as heavy 
as space will permit and in keeping within the reasonable 
limits of security desired. This also must consider the 
assembler’s method of manipulation and his ability to 
tighten or efficiently loosen the screw. For instance, 
space may permit a much heavier screw but this may 
require too much strength to tighten or loosen it with- 
out damage to the plates. Towards this end, the width 
and height of the head, the length, thickness and pitch 
of the thread must be considered. 

When a bridge screw is shorter or thinner than the 
others in a watch, it is because it is made to work where 
there is less room. For instance, a barrel bridge generally 
has three bridge screws to secure it to the pillar or main 
plate, two of these being at opposite ends of the bridge 
and one somewhere between these two. The threads 
reach almost through the lower plate, close to the dial. 
However, one of these comes out directly behind one 
of the setting parts, generally the set lever. To avoid 
contact with this thin piece, its threaded section is made 
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1949 has been one of the biggest years in 
the history of this Company. This fact re- 
calls a time years ago when one type of 
the WatchMaster printed a continuous 
tape record, as accurately as a tape 
machine could. 


But the many overwhelming advantages 
of the “rotating drum” model, plus the un- 
wavering accuracy of the mechanism, has 
definitely established the outstanding 
superiority of the present WatchMaster. 


Among those who choose wisely and com- 
pare, the continued demand confirms its 
greater usefulness and bigger value. 


THERE ARE MORE WATCHMASTERS 
SOLD THAN ALL OTHER MAKES OF 
WATCH-RATING MACHINES IN THE 
WORLD, COMBINED. 


There must be a reason! - - There is! 
Because it is proven to be the “best”. 
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AMERICAN TIME PRODUCTS, INC., 580 FIFTH AVENUE, NEW YORK 19 


Manufactured under patents of Western Electric Co. 
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shorter than the others. This screw hole is easily identi- 
fied by two simple methods. One is to look into the 
screw hole. If light can be seen clear through it, this 
may take a screw of regular length, if not, it may require 
a shorter screw. Also, this screw hole is close to the 
detent screw. This is shown in Figure 1. To replace 
this with a screw of ordinary thread length may cause its 
end to push the set lever outward and break the lever 


off its screw. 
Peg. 


TP LLL Ty 


— 





Fig. 1. Of the three screws generally used in a 
barrel bridge, one is shorter to avoid contact with 
the setting parts, generally the setting lever. 


Watch designers are aware that modern ceses are made 
to make the watch appear thinner. These cases have such 
close tolerances that the inside of the case backs may 
actually make contact with the movement and thus re- 
duce or eliminate the endshakes of one or more parts. 
To guard against the possibility that the balance bridge 
may be pressed by the case back, it is often made a 
little lower than the other bridges. Therefore, this bridge 
screw is sometimes made with a shorter head than the 
others. This is shown in Figure 2. While a screw of 








Fig. 2. In modern thin-case watches, balance bridge 
screw is made with a shorter head than the others to 
guard against possibility of case pressing on bridge. 





standard size may work, its head would stick up above 
the surface of the bridge. It will also require that its 
own screw serve elsewhere with its head below the 
surface of a bridge with the possible scoring of the 
screwhole. 

When a bridge screw differs from the others in thick- 
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ness, it is because the space around its hole on the hy; 
is crowded. This may be in an escape wheel brid 
where the wheel is planted close to the edge of i 
movement, leaving little room for the post of the brid 
This screw and its head must be thin so that it eal 
within the narrow confines of this bridge. Another spo 
often requiring a thinner bridge screw is the pier 
the train bridge that supports the center wheel. The 
section of this bridge which is wedged in between the 
balance cock and the barrel bridge, sometimes j, a 
narrow that there is little room for anything but q thin 
screw. This situation exists especially in very fi, 
watches. This is shown in Figure 3. ) 
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Fig. 3. Some bridge screws differ from others in 
thickness because metal space around hole is not 
sufficient to allow full-size screws. 


To facilitate the selection of the correct screw for re: 
assembly of the movement, some watchmakers place each 
screw into a piece of flat pithwood in its relative position 
in the movement. This method is illustrated in Levins 
“Practical Benchwork for Horologists.” Material supply 
houses sell hollow metal blocks with the shape of a 
movement etched on its surface. These have numerous 
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Fig. 4. To facilitate the 
selection of the correct 
screws in reassembling o 
movement, a metal block 
with shape of movement 
etched on it are used. 





holes drilled into them into which is placed the screws 
as they are removed from the movement, and set into the 
screw block in the relative position they occupied while 
in the movement. Such a block is shown in Figure 4. 

(Please turn to page 200) 
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SELF-STARTING @® ELECTRIC 


Continuing the “Hottest” Line in ‘49 — 
New Models Aplenty for 1950 — 
Sessions is Your Money-Bet This Year! 


SESSIONS INTRODUCED the most successful models in every cate- 
gory of electric clocks during the past year — and they’re all still 
going strong! Sessions has some of the best bets for 1950 to spring 
on the market! 

Add to those the Sessions favorites that have already demonstrated 
continually increasing popularity — and you have a complete line 
that makes plenty of sense to stock and display. All, of course, have 
the famous quiet, dependable Sessions movement, and all will be 
promoted with more national advertising and display material than 


ever before. Your customers love ‘em. So give them a complete 
selection of Sessions Clocks this year! 






“ 


= * Slightly higher in Far 
eet West. Subject to Federal 
4 Excise Tax. Protected un- 
der Fair Trade Act. 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


<i oe CY, 
a Guarateed by > 
Good Housekeeping 





v 
4f anvcatist® te 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Mercnandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P.Q. 


FOR JANUARY, 1950 
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IRST U. S. WATCH—Who made the first American 
watch? (Question No. 6190) T. R. 


Answer—In answering this, let us understand that the 
“who” named should be the first person or firm who 
made watches in America in a reasonably large number, 
on a more important scale than someone who made only 
a single watch, or maybe a watch only every few years. 
Thus, we would say that “the first American watch” was 
made by Luther Goddard, of Shrewsbury, Massachusetts, 
who made about 500 watches between 1809 and 1815. 
and then went out of business. The next in order of 
dates was the firm of Henry & J. F. Pitkin, East Hartford, 
Connecticut, who made about 1000 watches between 1837 
and 1841. Then in 1850 was founded the present Waltham 
Watch Co., at Roxbury, Mass., which moved in 1854 to 
Waltham, Mass. 


EGULATING SUSPENSION SPRING—We put a 
new pendulum suspension spring into a 400-day 
clock, but have been unable to regulate it. The steel 
spring measures exactly the same as the old broken one, 
but the clock runs faster than can be slowed down by the 
regulator-weights on the pendulum disc. Please give us 
general instructions on this. (Question No. 6191) G. H. 





Answer—tThe differences in cross-section measurements 
of suspension springs for torsion pendulums need be so 
very slight to make a great difference in timekeeping 
rates that we believe the instruments you used for mea- 
suring are not sensitive enough to rely on exactly, and 
did not show the slight difference (thicker. or wider. or 
both) in the new spring that causes the fast rate. 

This can be slowed down by rubbing the steel ribbon 
lengthwise with medium-grain emery cloth or paper. 
Fasten an end of the ribbon in a bench-vise. Fold a 
small piece of the emery-paper between finger and thumb, 
and with this “pinch” the ribbon, as you slide the paper 
from end to end of the ribbon, to reduce its thickness 
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WORKSHOp 
QUESTIONS 
AND 
ANSWERS 


slightly. Then try it in the clock and if the rate is stil] 
slow, repeat the operation until the rate comes within the 
influence of the regulator. 

If a new ribbon produces a slow rate, shorten it moder- 
ately; if it must be shortened so that the pendulum-disc 
hangs too high, you'll have to put in another wire, some- 
what thicker, or wider, or a little of each. Remember, 
however, that these torsion pendulums cannot be made to 
keep as accurate time as can be obtained with an ordi- 
nary swinging pendulum. 


ARDENED STAFFS—Why are balance staffs and 
pinions made so hard; what is the advantage? Why 
couldn’t staffs and pinions be made of stainless steel? 


(Question No. 6192) P. R. L. 


A nswer—Balance staffs are made of hardened, tempered 
steel so that (1) the pivots will not bend easily under 
shock of a fall or a blow suffered by the watch: (2) the 
pivots can be given a polish higher than is possible on 
unhardened steel; (3) the metal will resist wear and 
deformation better than on unhardened steel. In pinions, 
the reasons for making them of hardened tempered steel 
are same as (2) and (3), above. These parts are not 
made of stainless steel, because that type of steel cannot 
be hardened and tempered. 


i" ARBLE CLEANING SOLUTION—Concerning your 

answer to Question No. 6175, J. E. S., on page 292 
of Jewelers’ Circular-Keystone for November, 1949, 
please send me name and address of this person. I make 
a preparation for cleaning marble or any other hard 
stone that is better than anything else for the purpose, 
and wish to send this man circular and price of my 


product. (Question No. 6193) R. G. A. 


A nswer—We always appreciate interest shown by read- 

° ¢ . ” 
ers in the work of our “Workshop Questions and Answers 
department, and the spirit of cooperation indicated by 
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STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Gift Items 







Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

extra profit. 
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\. Write for catalog and copy of “THE KINGSLEY PLAN” 


KINGSLE 


A New Swiss-lyeE LAppinc MACHINE 


Curvature Lap- 
ping, Round, 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 


A quiet running 
machine. 


STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif. 











We have developed a 
Naw Alloy for lapping 
Stainless Steel Watch 
Cases to a Mirror Finish, 


ALKA sammeneen TOOLS & EXP. WORK > 
= 22-44 122 ST. COLLEGE POINT, N. Y. 





Tel. Flushing 3-6125 
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for profitable 





Of the many tools developed to aid the watchmaker 
during the past 50 years, none has brought greater 
tangible returns than the new 24-volume Esembl-O-Graf 
Library. 


Opening an entirely new field of profitable watch 
repair, the Esembl-O-Graf Library enables you to 
service any chronograph watch on the market in less 
than 1/3 the time formerly required. Each volume gives 
you complete step-by-step procedure for a particular 
easily identified chronograph movement. Each page is 
complete in itself, giving concise, fully-illustrated in- 
structions for assembly or disassembly of one part. Noth- 
ing is left to guesswork or memory; every style screw 
and its exact number of threads, every intricate adjust- 
ment and oiling procedure is described in brief, direct 
terms. 


The Esembl-O-Graf Library is a tool, not a textbook. 
It is ready for immediate use when you need it, like 
any other tool on your bench. No outside study is neces- 
sary. Order this amazing new working library from 
your local watch material dealer today and begin to 
reap chronograph repair profits immediately. 


Your purchase of the Esembl-O-Graf Library entitles you to the 
continued services of our chronograph technicians. Should you en- 
counter an unusual problem which you cannot remedy, you may 
send the chronograph to our laboratory for analysis; or, if you 
prefer, our technicians will complete the job at a nominal chareze. 


ONLY $7.00 DOWN brings you the 
complete 24 vol. Esembl-O-Graf Library 


You pay the remainder in 21 easy monthly installments of 
$7.00 each. See your local watch material dealer NOW.* 
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YOUR DEALER....... 


*1f ye~7 dealer cannot supply you, send us the 
above form, giving name of dealer. Your 
order will be attended promptly. 
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RESEARCH LABORATORIES 


SALES DEPARTMENT 
CHAMBER OF COMMERCE BLDG., PITTSBURGH 22, PA. 


FIRST FLOOR, 
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your letter. We must explain, however, that a policy of 
many years’ standing has been to confine the activities of 
this department to answering queries, and not to go in 
any way into “business” transactions in connection with 
them. Before we adopted this rule, the custom of mer- 
chandisers reaching customers through our Q. and A. 
department had grown to rather large proportions and 
we had some unpleasant experiences in becoming placed 
“in-between” buyer and seller, wherein the buyers made 
complaints to us about things they had purchased through 
our having referred the sellers of products to them; some 
objected to being “bothered” by solicitations to buy the 
products. So we must stick to the rule; it would be too 
hard to know where to draw the line if we made any 
exceptions to it. 


LOCK MOTOR GREASE—We are having trouble 
with finding a thick grease for motors of Hamilton- 
Sangamo electrically-wound clocks. Tried several, but 
they don’t hold up long enough in use. Can you recom- 


mend anything? (Question No. 6194) E. T. N. 


Answer—The Sangamo Electric Co., Springfield, IIl., 
made the motors for Hamilton-Sangamo electric clocks, 
which have not been manufactured for some years. How- 
ever, the firm named continued in their business of manu- 
facturing electrical instruments, at the above address. 
From them you could no doubt still buy a special lubri- 
cant which they developed for the clock motors, called 
“Artic Grade O.B. Sangamo, Type F.” 


IAL MACHINE—I think sometimes of going into 
the business of refinishing watch dials. At least, 
have decided to figure what would be needed to set up 
shop, including a machine for printing the figures on 
dials. Where are these machines made, and what do 


they cost? (Question No. 6195) F. M. L. 


Answer—First let us point out that watch factories and 
large dial-refinisting shops usually design and build, or 
have specially built, their own machinery, dies and ac- 
cessories for the one detail of their work comprehended 
in just the printing of numerals, etc. That is, you cannot 
find on the market, ready-to-use equipment for dial-print- 
ing like you can things that are sold regularly and in 
great numbers such as lathes, engraving blocks, etc. As 
a “starter,” you might inquire of Schmutz Mfg. Co., Inc., 
15th & Main Sts., Louisville 5, Ky., and send them 
samples of dials, to give them an idea of the work you 
have in mind. This firm makes printing dies, presses 
and supplies, for printing on substances other than paper. 
Then, of course, you would need equipment for every kind 
of electroplating and special jewelry-shop equipment for 
some details of dial repairing and restoration. Dial re- 
finishing calls for knowledge of several different trades 
and much special experience to do the work successfully 


and to meet competition of established shops. 
} 


OIL BACKS—What is applied to the bottom side of 
stones for costume jewelry, to give them that sparkling 
effect, and who can supply us with these stones? (Ques- 


tion No. 6196) P. C. 


Answer—The stones you refer to are probably what 
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are known in the trade as “‘foil-backs,” because the backs 
of the glass “stones” are coated with metal foil of Various 
colors to reflect light through the body of the stones 
Another trade-term for stones of this sort is “rhinestones” 
made of quartz instead of glass. Most of these goods aul 
manufactured in Czechoslovakia and some in Germany 
One of the leading importers of imitation gem-stones - 
Teller Importing Co., 29 West 34th Street, New York ] 
N. Y. : 


EATING LATHE—My lathe always ran free untjj 

lately, since when it sometimes gets hot. This seems 
to be mostly when I use it for drilling, with twist dri 
in a chuck and holding the piece being drilled on a taj). 
stock center, to push the work against the drill. While 
turning, like a staff, it doesn’t heat up like in drilling, but 
even then I can’t set the endshake as close as formerly. 


(Question No. 6197) E. A. 


A nswer—We believe that if you'll take the spindie out 
of the lathe-head, the chuck-slot pin in the front taper 
bearing will be seen to be loose. When drilling, the side. 
thrust of chuck-slot wall may “tip” the pin so that one 
side of its outer end presses against the bearing-bushing 
inside, making friction that heats the front lathe bearing, 
Probably the cylindrical part of the chuck-pin did not 
originally fit tightly in the hole in the spindle-taper, but 
depended upon the riveting of the pin, to keep the pin in 
place in the hole. The strain of using the lathe then 
loosened the rivet, causing the fault described. A new 
chuck-pin should be made and properly fitted in. If 
you cannot do this, send the lathe head to a lathe maker’s 
shop, or any competent local toolmaker could do the 
job for you. 


Watch Screws 
(From page 196) 


However, most watchmakers today prefer to clean the 
screws together with other parts, placing them in the 
mesh basket of the cleaning machine. This requires 
identification and separation later. 

A simple method used to determine the correct screw 
for the bridge holes is to select what appears to be the 
screw for a particular bridge hole and taking the screw 
and turning it upside down, place its head into the hole, 
with the threaded section of the screw pointing upwards. 
Then notice whether the head is flush with the top of 





Fig. 5. Turning screw 
upside down in a hole 
is simple method used 
to determine correct \ 
screw for bridge hole. 
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the bridge and whether its width fills up the diameter 
of the hole. In this way, it is possible to avoid having 
to thread the screw in all the way with the chance of 
stripping the threads and marring the plate around the 


hole. This method is illustrated in Figure 9. 
(To be continued) 
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Newest, Best Seller 
for Your 
Silver and Gift Trade 





TRIM 


Transparent Protectors 
for Silver, China, Linen 








Moth Proof, Tarnish Proof 

» Dirt, Dust and Moisture Pioof 
» Perfect Visibility, Easy Access 
o Tough, Crystal-ciear Vinylite 
 Beautifies Cupboards, Cases, 


etc. 


Envelope type Vinylite protectors 
in several sizes are interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for “bride trade."" Among units 
available, and list prices, nation- 
ally advertised: 





Designed hu Lucile Whittier 
Now, Nutionally advertised 


Trim Unit for 6-pe Flat Silver place ID vn ho cree ncccncs $1.25 
Trim KIT for 72-pe Flat Silver service ...................... 6.75 
12 units, each 15x19"... . $5.00 6 Units, 12x13" ........ 2.00 
16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2.00 
3 Units, each 16x20"".... 2.00 | Unit, 24x30" ........ 3.00 
| Shelf Protector, 27" deep ge 1.00 


THEERIM Company ji" 40% 


545-JCK Gladstone S.E., Grand Rapids, Mich. 
































DION SESS ea 
BARBER wxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, og tee 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP AND AMSTERDAM 





HOWARD AUCTION ASSOCIATES | 


will buy you out or sell you out. Sales conducted from coast to 
coast. You have no expense until you show profit. Interviews at our 
expense. Bank and trade references. All correspondence confidential. 
Staff of experienced auctioneers. 


HOWARD AUCTION ASSOCIATES 


E. M. AUSLANDER, Director 
823 BOARDWALK ATLANTIC CITY, N. J. 








Phones: . 5-0007 — A.C. 2-2043 
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SLOW ACCOUNTS 


Collect them with the MODERN COLLECTION SYSTEM at a cost often 
as low as % of 1%. Allen Jewelry Co. writes: “Your SYSTEM surely 
brings in slow accounts. It collects without offending.” Write today 
for our FREE TRIAL OFFER. 


Creditors Assn., 1477 Ridgeway Rd., Dayton 9, Ohio 
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Prices Reduced 20% on 
C&G Ring Clasps 


The only clasp on the 
market that will clamp 
two rings firmly together. 


Has tested and proven it- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 


Retail Price $2.75 F.T.I. 


The C&G Dual Ring Clasps Are Sold By All 


Leading Material Houses 
GUARANTEED AGAINST BREAKING _ 
Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufaciured By 


FRANK R. CAMPANA CO. 


704 Market St. San Francisco 2, Cal. 


Wholesale Distributors 


M J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 


H. NOBLE & CO., 559 W. 59th St., Chicago, III. 
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Continental Plate 
In New Building 

Ralph W. Teal, president of the I. & 
T. Refining Co., manufacturers of rolled 
gold plate and alloyed golds and silver, 
216 East 45th St., New York, announces 
change of firm name to the Continental 
Plate Co., Inc., and the removal of their 
offices and plant to their modern building 
ut 25-20 Forty-Third Ave., Long Island 
City 1, L. I. They will occupy the entire 
building which is 100 per cent air- 
conditioned. 





The business was founded in 1932 by the 
present officers, Ralph W. Teal and Harry 
Isakoff, vice-president, at 131 John St., 
New York City, and in 1939 moved to 
64 West 48th St. In 1945 they moved into 
much larger quarters in 216 East 45th St., 
where their present method for gold plate 
was developed. 


2 Millionth Tru-Heat 

The two millionth General Mills Tru- 
Heat iron came off the assembly line 
recently. 

“The public acceptance of these products 
has been most gratifying, and we are going 
forward toward a complete line of home 
appliances that will make a major contri- 
bution to better living for American home- 
makers,” said Leslie N. Perrin, President. 


Big Time Elgin 

Laura Barone figures rightly they'll need 
a real Amazon to wear this giant Lady 
Elgin wrist watch, displayed in replica of 
actual lucite gift package. 





Mammoth timepiece, designed for dis- 
play at jewelry and horological conven- 
tions, is studded with 94 zircons ranging 
up to 10-carat size, is fitted with a B. W. 
Raymond 16-size movement, and cased in 
sterling silver with rhodium plating. 
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New O-B Catalog 

A new catalog has recently been pub- 
lished by the Ostby & Barton Co. of 
Providence, R. I., and is currently being 
offered in connection with what has been 
described as “the greatest dealer promo- 
tional support ever offered in ring history.” 

The catalog features nearly 100 modern 
ring designs selected from Ostby & Barton's 
line of over 1000 designs. Wholesale prices 
are-on a separate page so the catalog can 
be used by the dealer in selling. Included 
are diamond, initial, birthstone, onyx, 
signet, fraternal and Masonic, and baby 
rings. 

Supporting this new line are free indi- 
vidual newspaper mats for each ring, also 
a complete, year-round ring promotion of 
national advertising with tie-in window dis- 
plays and mats, and special promotions for 
featured “named” rings. 

Catalog can be secured from Ostby & 
Barton Co., 118 Richmond St., Providence 
2, B. & 


New Vinylite 
Silver Rolls 


Trim, the new envelope type transparent 
vinylite protectors for silver, are available 
in several sizes, are interchangeable for 
flat and hollowware pieces. Currently ad- 
vertised in House Beautiful and Mademoi- 
selle’s Living, they are different and quickly 
appeal to the modern bride who favors the 
transparency and cleanliness of vinylite 
material. Generous trade discounts pre- 
vail on the advertised prices, examples of 
which are, Trim unit for 6 pe. flat silver 
place setting. $1.25: Trim Kit for 72-pe. 
flat silver service, $6.75. Trim Company, 
545-JCK Gladstone S. E., Grand Rapids. 
Mich. 


——— 


Swift & Anderson 
Catalog Published 


Swift & Anderson, Inc. of Boston, spe- 
cialists in fine precision instruments for 
75 years, have just completed a catalog 
featuring the Swift & Anderson line of 
clocks, weather instruments, readers, mag- 
nifiers and binoculars. 

Every effort has been made in the cre- 
ation of this catalog, to present not only 
the items, but to explain in non-technical 
language, the basic workings of weather 
instruments and optical instruments for the 
use of salespeople and dealers. 

Write Swift & Anderson, Inc., 952 Dor- 
chester Ave., Boston 25, Mass. 


- 


Electric Housewares 


Designate Small Appliances 

Effective January 1, 1950, the Portable 
Electric Appliance Division of Landers, 
Frary & Clark will be known as the Elec- 
tric Housewares Division. 

The change in name is made to conform 
with the new industry designation, “elec- 
tric housewares” recently announced by 


the N.E.M.A. 
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New Diamond and Stone & 

Karlan & Bleicher has just announced 
a New Diamond and Stone Gauge, jj is 
small enough to fit into a vest pocket, yet 
supplies the following information: Con 
sizes 1/32 to four carats and the compara- 
tive carat sizes in millimeters from 2m/m 
to 11 m/m. There are holes in graduating 
sizes for loose stones. For mountings, 4 
rotating disc enables anyone to quickly 
determine the size of a setting in either 
carats or millimeters. In addition, ther. 
is a Birthstone Chart. 


Gauge 
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This new gauge is made of highly pol- 
ished aluminum and obtainable through 
Wholesale Supply Houses. For further in. 
formation contact Karlan & Bleicher, Inc. 


1868 West 4th St., New York 14, N. Y. 


4 Color Gemex 
Sonata Adv. 

Gemex Company is introducing its new 
expansion watchband, Sonata, with a full- 
page four-color ad in the Americana issue 
of Vogue for February 1, as well as space 
in a number of other fashion magazines. 


a ee were 





The consumer ad features a girl in eve- 
ning dress listening to a symphonic per 
formance of a sonata. This is a full-color 
reproduction of a classical painting by 
David Berger. The message announces 
“The new expansion watchband like 4 
rare melody—an exquisite note on your 
wrist or over your glove. See the Gemex 
Sonata at better jewelers everywhere.” 

A complete assortment of displays, mer- 
chandisers and other point-of-sale helps are 
being made available for jewelers. 
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Freed Valentine Display Ready 


A display that gives heart to jewelers’ 
Valentine's Day promotions, by Edwin 
Freed, Inc., 1233 Sixth Ave., New York 
City, is an all-metal heart, backed by 


crossed cupids’ arrows, all in white lacquer. 





The display’s attractiveness is enhanced 
by a striking red rose against a metallic 
doily, 1942 in. high, 18% in. wide, the dis- 
play sells for $6.90 each, 2 for $13.50. Slo- 
gan cards are included free. 


Novel New Hansen Clock 


A new Hansen clock, the Teeter Totter, 
has been announced and distribution ar- 
rangements are being made. 


























The clock, designed in the form of a 
Swiss chalet, features a Swiss boy and girl 
see-sawing on a Teeter Totter before a 
background of Alpine scenery in three- 
dimensional relief. Indirect lighting en- 
hances the hand-painted colors in the glass- 
enclosed case and serves practically as a 
night light. 

Fitted with a self-starting electric motor 
and movement, this clock lists at $15.95. 


New Baby Book 


A sales-builder item for baby depart- 
ments is the new baby record and photo 
album manufactured by My Story Co., 
1301 N. Alvarado, Los Angeles 26. A 
modern and inclusive presentation with 14 
pages, each decorated with original art 
work and with acetate folds, to protect the 
photographs. Suggested retail, $5.00. 
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Watch Fashions At Style Show 


New creations in watches were spot- 
lighted at the 1949 International Style 
Show recently held in Zurich, Switzerland. 

Employing French and Swiss beauties 
as models, designers of both France and 
Switzerland demonstrated what each con- 
sidered to be the ideal costume and acces- 
sories for today’s “complete women.” 

“Watches ioday are part of costume 
designing,” explained one watch designer. 
“They are not only indispensable time- 
keepers, but also embody elements of style 
and fashion, lending accent to the ensem- 
ble of the ‘complete’ women.” 

Watch bracelets and bands were _har- 
monized in color with hair and clothes— 
rubies pointing up auburn hair and dark 
rich bands for striking brunettes—while 
watch styles blended with the dresses worn 
by the models. 





Jacqueline Denys, “Miss Europe of 
1948,” wears a white gold and platinum 
brooch watch with her Maggy Rouff strap- 
less black velvet creation. Fifty-six dia- 
monds frame the round Swiss jeweled-lever 
watch movement. 


Swank Valentine Display 


A Valentine Day promotion featuring 
lockets in tie clasps, belt buckles and 
wallets was announced today by Swank, 
Inc., manufacturers of men’s _ jewelry, 
leather and other accessories. 

The locket promotion will be shown 
on specially-designed heart-shaped _ dis- 
plays for use on retail store counters or in 
their windows. 





The lockets may be used for the inser- 
tion of a picture in a section of the tie 
clasp, belt buckle, or wallet. Matching 
jewelry to go along with the featured 
items include cuff links, key chains, and 
a cravat chain. 














Lighted Case for "21" Pen 


Attracting high point of sale attention is 
this illuminated counter case developed by 
the Parker Pen Co., Janesville, Wis., for 
its new “21” fountain pen, a $5 instru- 
ment with the same functional character- 
istics as the famous “51.” 





The case, made of bleached wood, is 
coated with light grey, transparent lacquer. 
The top panel is illuminated from the 
rear. 

Measuring 20 inches in length, 12 inches 
in depth and 13 in. in height, access is 
through a drop door at the back, which 
can be locked. Area is provided in back 
to accommodate ink, cleaning cloth and 
extra set boxes. 


DD 


New Foster Watchband End 
Simplifies Attachment 


A new end attachment for men’s watch- 
bands in the Foster line eliminates the 
behind-the-counter struggle that all too 
frequently takes 10 to 30 minutes when a 
jeweler has to fit an ordinary band to a 
customer’s watch, says Foster Metal Prod- 
ucts, Inc. of Attleboro. This new device 
is embodied in the end piece, is an almost 
iavisible knurled wheel which, when turned, 
expands or contracts the end section to 
secure it to the watch. 

Foster claims that any clerk can, without 
leaving the counter, “twirl the knurl” to a 
perfect fit in a matter of seconds. 





This new end cuts the stock problem 
materially—one-fourth of the number of 
bands will fit as many watches as formerly. 
Or, four times as many patterns can be 
carried. 

A spring secured snap ring performs 
the service in the ladies’ line. 

The new Foster line is sold through 
wholesalers. 

Foster Metal Products, Inc., is one of 
the old line manufacturers of expansion 
watch bands, though it has not heretofore 
marketed a line under its own trade mark. 
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Feature Lock Valentine Rings 


Many jewelers are promoting the Bridal 
Pair illustrated (offered by Feature Ring 
Co., Inc., 126 W. 46th St., N.Y.C.), because 
of its suitability for Valentine’s Day mer- 
chandising. 





In addition to the traditionally heart- 
shaped design, Feature Lock brings a new 
approach to the setting of the center dia- 
mond that sounds a distinctly modern style 
note in both the wedding and engagement 
ring models. 

Feature Lock rings have an exclusive 
patented feature that keeps them from 
twisting, tilting and shifting on the finger. 
They can be locked together at will, in 
perfect position to display diamonds at all 
times. The lock is secluded inside the 
wedding ring. Whether the rings are worn 
together or separately, no part of the lock 
protrudes to mar the contour design. 


Pay Meter Available 


Anything can be sold at 25 cents a day 
by using the electrical refrigerator as the 
collection medium, says the ABT Manu- 
facturing Corp., makers of the “Pay 
Meter.” Hang the meter on the back of 
the refrigerator, plug the refrigerator into 
the meter, plug the meter into the wall 
outlet and deposit quarters. 





The ABT pay meter is suitable for 
merchandising jewelry, luggage, electrical 
appliances and other merchandise sold by 
the jewelry trade, by using the electric 
refrigerator as a collection medium. 

The coin meters cost $6.95 each, F.O.B. 
Chicago, are completely automatic, have 
neon light indicator when in operation, 
accept only quarters, have capacity of 
$25.00, luxurious white finish, size: 25% 
in. x 5% in. 

ABT Manufacturing Corp., 715-723 N. 
Kedzie Ave., Chicago 12, IIl. 


204 





New "Renewal" Ring 


A new “renewal” wedding ring with five 
engraved scrolls in gleaming white palla- 
dium around it has been introduced by 
O. M. Resen, jewelry designer of New 
York. The brilliant scrolls are symbolic 
of the “five happy years since the couple 
was married.’ 

The idea behind the design is that hus- 
bands and wives will exchange their first 
ring for these new and more glamorous 
bands on their fifth anniversaries as a re- 
newed pledge of their original matrimonial 
vows. 

Palladium 100 times rarer than gold, was 
selected for the scrolls to contrast with 
the yellow gold of the plain barrel shaped 
band. 


—— - 


Gemex Helps Valentine Sales 


To promote Valentine gift business for 
retail jewelers, Gemex Company has pre- 
pared a sales display featuring four dif- 
ferent Gemex watch bands that have heart 
motifs in their link designs. 

The bands are arranged across a bril- 
liant red velvet heart with prices attrac- 
tively set-off in heart-shaped tags. 
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The display is suitable for window or 
counter use, and is obtainable through 
wholesalers or from the Gemex Com- 
pany, Union, N. J. 


Wyler Capitalizes 
on "Heart" Feature 


A special group of Valentine’s Day pro- 
motional aids has been prepared by Wyler 
Watch Agency for use by its dealers in 
selling Wyler Incaflex watches. One fea- 
ture of this material is a handsome metal 
display, emblazoned with a bright red heart 
carrying the slogan: “World’s only watch 
with the self-protecting heart.” The heart 
theme is viewed as a natural tie-in with 
Valentine’s Day. 

In addition, a series of newspaper mats 
specifically designed for gift promotion 
will be made available to dealers, together 
with film slides and direct mail folders. 


Price Reduction 
On Monolathe 


A new low price on the Monolathe was 
this month announced by the manufac- 
turer, MasterSon Engineering Co., 1273 
Westwood Blvd., W. Los Angeles 24, Calif. 
Formerly selling for $149.50 the new low 
price of $129.50, represents a saving of $20. 





Ronson Show Moves 


The “Johnny Desmond Show,” a week] 
series of five minute broadcasts tinal 
broadcast on Mutual network), wil] iM 
heard over the American Broadcastin 
Company network of 269 stations besianios 
January 11, at 7:55-8:00 P.M., EST, unde 
the sponsorship of Ronson Art Metal 


Works, Inc. 





The Tony Mottola Trio will furnish the 
background music for Johnny Desmond 
who will sing two songs, one of which will 
be a member of the “top ten tunes of the 
week.” 

Ronson will continue to sponsor the 
popular “Twenty Questions” half-hour quiz 
show on Saturdays, 8:00-8:30 P.M., EST, 


New Showcase Catalog 


Just off the press is a new catalog of 
showcases by Sivakoff & Miner, Inc., which 
illustrates with modern jewelry 
store equipment. 


prices 





Sixteen pages, this catalog also describes 
S & M’s special jewelry store custom 
planning facilities for helping each jeweler 
with his individual plans. 

For a copy of this catalog, write to 
Sivakoff & Miner, Inc., 579 Broadway, 
New York 12, N. Y. 


Features 63 Styles 
in Ladies’ Billfolds 


Sixty-three numbers at $1.00 up whole- 
sale are featured in the expanded 1950 
line of ladies’ billfolds of Hugo Bosca Co., 
Inc., Springfield, Ohio. 

According to O. H. Bosca, Vice-Presi- 
dent and General Manager, the expanded 
line has more style, more color, and more 
dollar value to -meet today’s market. 

Colors include shades of lipstick red, 
hunter green, and dusk blue, as well as 
conventional black and brown. Only Top 
Grain leathers are used. 
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NEWS OF PERSONNEL 











JACK REIFF 
(Rothman & Scheider) 


Fred Lee, Jr. has been named Feature 
Ring’s West Coast sales representative, 
with a permanent sales office at 448 South 
Hill St., Los Angeles. 

A fully-trained staff will be with Mr. 
Lee to help Feature Lock customers tie 
in with the firm’s promotional activities. 

K. C. Gifford, president of Schick Incor- 
porated, announces the appointment of the 
organization of Carl Otto as consulting 
industrial designers in the development of 
electric shavers and accessories. This 
marks the tenth year of Mr. Otto’s asso- 
ciation with Schick, his past association 
being through his former partnership 
with Raymond Loewy. 

American Silver Co., 36-07 Print St., 
Flushing, N. Y., have announced the ap- 
pointment of Robert F. McKaig of Prov- 
idence, R. I., as an addition to their sales 
and service staff. 

McKaig, who will make his headquarters 
in the Providence office, has been identi- 
fied with gold filled and rolled gold plate 
manufacturing for over 16 years. 

The General Electric Company’s Appli- 
ance & Merchandise Department has ap- 
pointed four men to new positions in ils 
district sales organization. 


FRED LEE, JR. 
(Feature Ring) 








PHIL A. NELSON 
(Gemex Co.) 


H. Gordon Smith has been named man- 
ager of appliance sales in the Pacific 
District. Effective January 1, Harlan C. 
Davis, H. A. Warren and James M. Walker 
become managers of appliance sales in the 
central, southeastern and Great Lakes 
districts respectively. 

Lester Nielsen, who formerly assisted 
Eugene Flynn in the Los Angeles terri- 
tory of Cory Corporation, has just been 
appointed territory manager. In _ taking 
over the Los Angeles territory, Mr. Nielsen 
succeeds Gene Flynn. 


Alsan Manufacturing Co. of New York 
City, manufacturers of diamond mountings 
and engraved wedding rings distributed 
through wholesalers, has appointed Edwin 
R. Teguns of Los Angeles as its West 
Coast and Southwest representative. 

Phil A. Nelson is the newly appointed 
Gemex Company sales representative in 
the Southeast, with headquarters in At- 
lanta, Ga. He formerly was with Inter- 
national Silver Co. 


Jack Rieff will represent Rothman & 
Schneider, manufacturers of ladies and 
gents stone rings, calling upon the whole- 


sale trade west of Chicago. 





New Sales Appointments 


For New Foster Watchband 





W. A. ROBERTSON L. B. LEWY 
(Foster Met. Prod.) (Foster Met. Prod.) 


Jerome A. Dunn General Sales Manager 
of Foster Metal Products, Inc., Attleboro, 
Mass., has announced the appointment of 
four well known sales representatives to 
handle the new Foster watchband and 
jewelry line. Willis A. Robertson, covering 
the Pacific Coast with offices in San 
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F. N. ULLRICH 
(Foster Met. Prod.) 


T. L. GOODMAN 
(Foster Met. Prod.) 


Francisco; Leonard B. Lewy and T. Leon- 
ard Goodman, covering the Mid-West with 
offices in Chicago, and F. Norman Ullrich, 
covering the Atlantic Coast with offices 
in New York. The new line was intro- 
duced to the wholesale trade on De- 
cember 1. 





Helbros 
Appoints 


LEO TURTLEDOVE 
Public Relations and 
Sales Promotion Mgr. 
Helbros Watch Com. 

pany, Inc. 





William MHelbein, president, Helbros 
Watch Company, Inc., announces the ap- 
pointment of Leo Turtledove as_ public 
relations and sales promotion manager. 

Mr. Turtledove brings to Helbros a wide 
experience in the watch industry, stemming 
from seven years’ experience with Gruen; 
also a close acquaintanceship with pub- 
licity channels in radio, television, and 
the movies, where he served as assistant 
to Carl Laemle, the late president of Uni- 
versal Pictures, and as Hollywood agent 
for many years with Edward Small. 


Bigney 
Sales 
Appointee 


THOS. D. WHITE 
Sales Manager, Charge 
of Customer Relations, 
Merchandising and Ad- 
vertising : O. Bigney 

oO. 





The S. O. Bigney Co., of Attleboro, 
Mass., recently announced the appointment 
of Thomas D. White as executive sales 
manager in charge of customer-relations, 
merchandising and _ advertising. White 
comes to Attleboro from his Tom White 
Co., Chicago wholesale jewelry concern. 
He was previously with A. C. Becken Co., 
of Chicago. His father, the late P. T. 
White, was general manager of A. C. 


Becken Co. 


Hasko Tray Sales Office Moves 


The General Sales Office, Specialties Di- 
vision, of the Haskelite Manufacturing 
Corporation, will move from Chicago to 
Grand Rapids, Mich. This move will be 
effective January 1, 1950. 

The new offices will be located adjacent 
to the production plant, according to S. W. 
Sullivan, Sales Manager, which will ex- 
pedite handling and filling of orders for 
Hasko Trays and Accessories. All corre- 
spondence and orders should be sent di- 
rectly to Grand Rapids after the first of 
the year. 


Elgin Pays Bonus 


More than $200,000 was placed under 
the Christmas tree for 3,817 employees of 
Elgin National Watch Co., representing 
second-half payments on the firm’s annual 
wage bonus for 1948. First-half payments 
were made June 1, just prior to the vaca- 
tion season. 
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Special Notices 


‘Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted’’—‘“‘Lines Wanted’’ and ‘Side 
Lines”’—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recom dations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








BOOKKEEPER, typist; lady; many 
years’ jewelry experience. Address “A., 
4022,” care J C-K. 





EXPERIENCED watchmaker; sober, re- 
liable ; first class mechanic: Indiana 
license ; will go anywhere. Address “E., 
4005,” care J C-K. 





BOOKKEEPER, .F.C.. typist, light sten. ; 
experienced all phases; executive abil- 
ity; last position 12 years, 47th St., 
New York. Phone Bu 4-0903. 





EXCELLENT watchmaker, dependable 
and sober; 10 years with present em- 
ployer; desires position with a future. 
Address “G., 3610,” care J C-K. 





FIRST class watchmaker, experienced in 
all types of chronographs and timers: 
available at once. Write “A., 3301,” 
care J C-K. 





JEWELER, A-1, all around man of high- 
est grade on platinum and gold, desires 
position; can also make models. Ad- 
dress “A., 3967,” care J C-K. 





ENAMELER ; experienced all types en- 
ee or — operations; his 
Services are available; go anywhere. 
Address “B., 4023,” care J CK. 





WATCHMAKER;; sober: dependable: ef- 
ficient ; capable of first class work, 
seeking position; best of references: 
northern states preferred. Address "Eke 
4004,” care J C-K. 





WATCHMAKER; 25; single: school 
graduate; two years’ experience, seeks 
permanent position; prefer small town: 
have references. Address “F., 4006,” 
care J C-K. 





MASTER watchmaker ; 25 years at bench: 
graduate ; highly experienced; no 
physical handicaps; fine appearance 
and habits. P. O. Box 5026, Tri Village, 
Columbus 12, Ohio. 





WATCHMAKER, _ senior; capable of 
supervision of department; high stand- 
ard work, all types; R.R. experience; 
commission or salary. Address “L., 
3951,” care J C-K. 


DIAMOND man; young; highest refer- 
ences ; thoroughly experienced all 
phases diamond business; desires posi- 
tion with reputable diamond firm. Ad- 
dress “J., 4041,” care J C-K. 





WATCHMAKER;; A-1 Swiss trained; 30 
years’ experience; age 50; all makes of 
watches; desires all year around posi- 
tion, in New York City; $75. Address 
“E., 4080,” care J C-K. 





ENGRAVER: first class; position wanted 
with first class store; 35 years’ experi- 
ence: can furnish the best of refer- 
ences; South preferred. Address “W., 
3965,”’ care J C-K. 





MANUFACTURERS’ representative, with 
a wide following among wholesalers, 
wishes to make contact with a reputable 
manufacturer. Address Circular 173, 
Room 1415, Heyworth Bldg., Chicago 2. 





REPUTABLE salesman; finer silverware 
and giftware, as well as diamonds and 
watches; available prominent retail es- 
tablishment: highest reference; bond- 
able. Address “E., 3983,’’ care J C-K. 





JEWELER; about 10 years’ experience 
on platinum, gold, can do light special 
orders and repairing; wishes position 
anywhere; moderate salary. Address 
“W., 4020,” care J C-K. 





YOUNG man; experienced in diamond, 
gold and silver business, retail, whole- 
sale; speaking several languages; is 
interested in position with future. Ad- 
dress “V., 4059,” care J C-K. 





IMMEDIATE availability; top flight all 
around jewelry salesman for better 
class credit store; in his early forties; 
highest reference. Address “B., 3601,” 
care J C-K. 





WATCHMAKER; 12 years’ experience ; 
can manage repair department, wait on 
trade, etc.; will go anywhere; refer- 
ences available: age 32; married, fam- 
ily. Address “T., 3963,” care J C-K. 





WATCH importer; can you use a young 
man with complete knowledge _ of 
orders, stock control, inventory, re- 
pairs, correspondence; highest refer- 
ences. Address “B., 4001,” care J C-K. 





RETAIL salesman; 31; seven years’ cash- 
credit experience in all phases of jewel- 
ry business; good references; desires 
position in New York City area. <Ad- 
dress “L., 3882,’’ care J C-K. 





SUCCESSFUL salesman ; highly qualified ; 
seeks lucrative connection as store man- 
ager with well rated firm; intensified 
experience; first class reference. Ad- 
dress “D., 3982,’ care J C-K. 





YOUNG woman; 12 years with ring 
manufacturer; complete knowledge all 
office routine, merchandise, orders, 
handling of stones, also bookkeeper- 
typist; best references. Address “R., 
4048,” care J C-K. 





CREDIT manager; well seasoned man of 
outstanding reputation; genuine sales 
and collection ability; enviable knowl- 
edge jewelry business; irreproachable 
reference. Address “N., 4074,” care 
J C-K. 





WATCHMAKER; A-1:;: wishes position in 
New York City or vicinity; thoroughly 
experienced in Swiss and American 
watches; honest, reliable, and best of 
references. Address “S., 3962,’’ care 
J 





WATCHMAKER;; veteran; age 31; thor- 
oughly capable of handling and pur- 
chasing straps, bands, cases, etc., desires 
position with reputable watch concern, 
in either or both capacities. Address 
“S., 4052,” care J C-K. 








WATCHMAKER;; close rater on railroad, 
small and complicated watches; 30 
years’ experience; can manage; good 
references; married; wants permanent 
cx Address “H., 4039,” care 


WATCHMAKER; Swiss and 
expert; salesman; B.T.S. eradwecr ican 
years’ experience; best of reference ~ 
permanent job; also chronograph weg 
chronometers. Address “C., 3971. a 
J ’ 





ee 


YOUNG man; full knowledge of diamonq 
and mountings; reliable and trust, 
worthy ; seeks position with progressive 
diamond jewelry firm, wholesale or ng 
tail; best references. Address “ 
4042,” care J C-K. " 





$$ 


MANAGER-salesman; 44; very highly 
recommended ; enviable knowledge ie. 
cessful large volume retail credit op- 
eration; New Jersey resident: avail. 
able now. Address “T., 4028” Care 
J C-K 





tlt rrr, 


FACTORY office man, thorough experience 
orders, inventory, stock control, takin 
care of accounts, seeks position with 
manufacturing or wholesale jeweler: 
best references. Address “A., 4000” 
care J C-K. 








SALESMAN-manager; 18 years’ experj- 
ence in retail credit and cash stores: 
full knowledge of installments; man. 
agerial ability; good worker; honest 
and finest in references. Address “Y, 
3966,” care J C-K. 








YOUNG lady; can take full charge pro. 
duction bunch rings, precious jewelry: 
thoroughly experienced production, jn- 
ventory, office management; excellent 
references. Address “Y., 4061,” care 
J C-K 








BOOKKEEPER; office manager; young 
woman; 13 years’ with manufacturing 
jewelers ; thorough knowledge all phases 
of office detail, including orders and 
merchandise; excellent references. Ad- 
dress ‘“‘P., 4047,’ care J C-K. 





GENTLEMAN; expert in all phases of 
diamond industry; 35 years’ experience 
cutting diamonds; good health and 
reputation ; desires manage diamond de- 
partment or assist busy diamond mer- 
chant. Address “C., 4065,’ care J C-K. 





LADY; 15 years’ experience in high class 
jewelry stores; thorough knowledge of 
silverware, watches and better jewelry; 
office work; take in repairs; restring 
beads: in or near Los Angeles. Ad- 
dress “D., 3970,” care J C-K. 





MANAGER; excellent salesman; 20 
years’ experience in all jewelry store 
operations, cash and credit; age 39; 
neat appearance; pleasant personality ; 
references : presently employed in South. 
Address “V., 4014,” care J C-K. 





DESIGNER: young lady finishing the 
course in designing, very capable, also 
willing to do some office or bench work. 
“Jewelry Designing Art School,” Di- 
rector, C. A. Jakobb, 217-01 Corbett 
Rd., Bayside, L. I. 





POSITION wanted; Eastern Central 
States; first class watchmaker, all 
around jeweler and salesman; reliable 
and steady; best references; permanent 
position only. Address “L., 3755,” care 
J C-K. 








JEWELER; model maker on rings, able 
create original, own designed line; 
year prewar experience; familiar tool 
and casting production; metropolitan 
area preferred. Address “B., 2520,’ 
care J C-K. 








MANAGER-salesman; 25 years’ experi- 
ence; thorough knowledge of diamonds 
and colored stones: fine jewelry and 
watches; special order work; now em- 
ployed; desires change; employment 
with high class retail firm only. Ad- 
dress “B., 3303,” care J C-K. 











SALESMAN; thorough background re- 
tail, wholesale; complete knowledge 
diamonds, semi-precious and pearls; 
capable to buy; Fifth Avenue exper!- 
ence; presently employed; age 43; 
married; excellent references. Address 
“A., 4076,” care J C-K. 
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SITUATION WANTED—Continued 
——— 


; . “WR: graduate accredited 
W ATCHM AM ated watches ; horological 
schoneering UHHA proficiency certifi- 
engin two years’ bench experience ; own 
ree Ap married; 31 years old, available 
too 5 o-Job training.” Harry Stamler, 
1464 South Humboldt, Denver, Colo. 


_— 
7 7 ° ry 7 Ss eks posi- 
‘~PERIENCED; young man, st 
— with watch importer or wholesaler ; 
thorough knowledge of movements, 
watch parts, repairs, purchasing, 
correspondence, orders, stock ; 


——— 

















dits ey 
general “all around, inside _man.’ Ad. 
dress a 4063,’ care J C-K. 
re 


? ISSIVE retail salesman; 25 years’ 
grr ot diamonds, watches, jewelry, 

<jlverware, displays, estimating repairs, 

buying ; pleasant personality ; excellent 

references ; age 48, single; steady. <Ad- 

dress, Circular 169, Room 1415, Hey- 

worth Bldg., Chicago 2. 
— 


DIAMOND man, with extensive knowl- 
edge of diamonds, prices and sources, 
mountings and sources; country wide 
experience in styling of diamond ring 
line, routine merchandiser; wishes to 
change position. Address “M., 3776, 


eare J C-K. 











TOPFLIGHT jewelry man now avail- 
able; complete knowledge of install- 
ment jewelry business; buyer, mer- 
chandiser, credits, collections, sales 
promotions and general manager 3 
12 years with large New York chain, 
Address “B., 3806,” care J C-K. 








BOOKKEEPER; full charge; secretary, 
stenographer, collections, unusual 
executive ability, thoroughly experi- 
enced all phases office routine, desires 
permanent connection, with progressive 
diamond or jewelry concern; A-l ref- 
erences. Address “C., 4002,” care 
J C-K. 


BOOKKEEPER; full charge; 17 years’ 
diversified experience in large jewelry 
manufacturing and importing firms; 
complete charge all books, payrolls, 
taxes; also financial and profit and loss 
statements; excellent references; five- 
day _— Address “K., 4072,” care 
J C-K. 








MANAGER-salesman; 18 years’ experi- 
ence ; complete knowledge of installment 
jewelry business; merchandiser, buyer, 
credits, collections, sales promotions, 
window trimming, advertising; now 
employed ; desires position in South or 
a Address “P., 4025,” care 
e Fi. 





DIAMOND and colored stone man, with 
extensive knowledge of prices and 
sources, mountings and sources; coun- 
trywide experience in styling of dia- 
mond ring line; wishes good opportu- 
nity to utilize 16 years’ of manufactur- 
ing and wholesaling jewelry “knowhow.” 
Address “E., 4036,” care J C-K. 





YOUNG man; single; nice appearing, de- 
sires position with firm that offers an 
opportunity; jewelry experience with 
buying office of chain stores; wishes to 
assist salesman on road; will drive your 
car, carry cases; salary secondary: 
future ‘“‘A Must.” Address “K., 3990,” 
care J C-K. 








EXCEPTIONALLY qualified manager, 
merchandiser, buyer, promotion man; 
diamonds, watches, jewelry, associated 
lines ; experienced every retail opera- 
tion including department stores; im- 
mediately available good proposition 
anywhere; presently Southwest. Ad- 
dress “S., 3996,” care J C-K. 








HIGH class, manufacturing jeweler, set- 
ter and special order man, desires per- 
manent position in a good retail store 
where initative and good work is ap- 
preciated ; 45 years of age and married, 
with 30 years’ experience; Gulf Coast 
or Southern States preferred. Address 
M., 3952,” care J C-K. 


WATCH executive; complete knowl- 
edge watch and movement import- 
ing business; topflight administra- 
tor, supervisor; first class stylist for 
better class retailers, wholesalers and 
direct sales organizations; finest 
references. Address “*P., 4049,” care 


J C-K. 





MANAGER; 20 years’ installment opera- 
tion; previous position eight years with 
largest jewelry chain unit, doing $500,- 
000 annually, through administrative 
sales, promotions, credit collections; 
assist or assume management; salary 
with profit sharing arrangement; con- 
wix a Address “R., 4027,” care 





HIA certified master watchmaker; age 
36; married; one child; 16 years’ ex- 
perience; do plain engraving and jewel- 
ry repairing, ring sizing; fast and ac- 
curate, sober and dependable; presently 
employed, but desires change; must be 
permanent; requires good salary and 
complete charge of department: best of 
ee Address “N., 4045,’" care 





CREDIT man-salesman; retail jewelry 
credit man, thoroughly experienced in 
credit acceptance, collecting, skip-trac- 
ing, etce.; excellent salesman; 30 years 
old, with a thorough knowledge of all 
phases of jewelry sales and collections ; 
if you want a man who can increase 
your sales from a credit standpoint, I 
can produce; prefer Southern Cali- 
fornia. Address “T., 4053,” care J C-K. 





PRESIDENT and general manager of 
successful million dollar retail jewelry 
store, interested in any attractive offer ; 
25 years’ executive experience; proven 
ability to increase sales and net profit 
in a prestige store by modern agegres- 
sive merchandising; registered jeweler 
American Gem Society; certified gem- 
ologist Gemological Institute of Amer- 
ica. Address “K., 3932,” care J C-K. 





DO you need a capable manager, to take 
complete charge and relieve owner of 
all responsibilities entailed in the op- 
eration of a retail credit jewelry store, 
doing a volume of $250,000, $300,000 or 
more; I have the qualifications and ex- 
perience, with record of achievement; 
excellent references; anxious to connect 
with firm that can offer challenge: re- 
plies will be held in strict confidence. 
Address “A., 4003,’ care J C-K. 





STORE salesman wants position in a store 
as watch and diamond jewelry sales- 
man, or preferably in a large store in 
small town, to learn silver, china and 
glassware; qualified as registered jewel- 
er, A.G.S.; capable and experienced 
executive; business law and collection 
practice trained; 29 years in jewelry 
store; 46 years of age: salary open. 
P. O. Box 5026, Tri Village Station, 
Columbus 12, Ohio. 








Lines Wanted 











MIDWEST representative, with Chicago 
office, selling to wholesalers, seeks con- 
nection with reputable manufacturer. 
Address Circular 176, Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN: represent manufacturer for 
Metropolitan New York and Jersey; 
well acquainted with the better retail 
jewelers: 15 years’ experience. Address 
“A., 3979,” care J C-K. 





SALESMAN: desires high grade manu- 
facturer’s jewelry line for better jewelry 
and department stores, Greater New 
York and the East: drawing. Address 
“C., 3946,” care J C-K. 








PACIFIC coast representative: estab- 
lished 20 years; large following among 
jewelry jobbers, material jobbers, watch 
importers: top lines wanted: A-l re- 
sults. Address “B., 3824,” care J C-K. 


PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 
ry; commission basis. Address “K., 
2829,’ care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address “M., 2830,” 
care J C-K. 





SALESMAN ; seeks line of gold tie clips, 
cuff links, buckles, earrings, pins, ete. ; 
experienced Metropolitan New York; 
available January 1. Address “M., 
4044,”" care J C-K. 





WATCH salesman available; experi- 
enced, high calibre representative 
with following in Midwest; full de- 
tails available at personal interview; 
past earnings substantial. Address 


“C., 4078,” care J C-K. 





OHIO representative, firmly established, 
with 10 years’ following amongst jewel- 
ers and department. stores, desires 
strong factory line; commission basis; 
es a Address “‘C., 3875,” care 





FOR the Southwest; calling on only 
best rated jewelers; have a fine fol- 
lowing; bear an excellent reputation 
and a producer; can furnish the 
best of references. Address ‘“J., 


4071,” care J C-K. 








REPRESENTATIVE); specialist in ster- 
ling silver religious articles, rosaries, 
crucifixes, crosses, medals, chains, also 
findings; can provide volume distribu- 
tion for established manufacturer, with 
well-equipped plant. Address “A., 4032,” 


care J C-K 





WANT a good plated hollowware line for 
Denver, West; have four salesmen and 
covered every city 3000 and up; also 
one man covering only major cities; 
strictly commission and can finance 
self; give details as to volume done, etc. 
Address “T., 3780,” care J C-K. 





SALESMAN; covering 10 northeastern 
states, desires manufacturer’s popu- 
lar priced rhinestone line; also a 
fine quality sterling rhinestone line, 
to sell department and_ jewelry 
stores. Address “G., 4068,” care 
J C-K. 


SALESMAN with following, jobbers, 
large credit chains, exporters, wishes to 
represent reputable manufacturer; am 
now carrying line of wedding rings and 
mountings in New York territory; will 
handle line exclusively or side line; 
highest references. Address “T., 3938,” 
care J C-K. 








MANUFACTURERS; opportunity to 
obtain services, January 1, of well 
known, experienced representative; 
California, or Pacifie Coast; want 
long term connection with well es- 
tablished firm; have good follow- 
ing; finest references. Address “H., 


3832.” care J C-K. 


SALESMAN: calling on jobbers and large 
chain outfits, interested making connec- 
tion with reputable and _ responsible 
manufacturer making gold ring mount- 
ings and ensemble sets; territory Chi- 
cago and Southwest Coast principal 
cities; many years established clintele ; 
highest references. Address Circular 167, 
Room 1415, Heyworth Bldg., Chicago 2. 








SALESMAN; Midwest, Chicago resident ; 
traveling extensively; large following 
among department, jewelry, chain stores 
and jobbers, desires established manu- 
facturers’ line quality gifts, silver hol- 
lowware or novelties; 20 years’ success- 
ful sales experience. Address Circular 
175. Room 1415, Heyworth Bldg., Chi- 
cago 2. 





(Continued on page 208) 
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(Continued from page 207) 





EXCELLENT opportunity for manufac- 
turers; lines wanted immediately; one 
of the nation’s outstanding representa- 
tives for the past 30 years is in the 
market for gold and platinum lines; can 
use a good name watch line, also promo- 
tion lines; have most connections with 
jobbers, chain stores, large users; east- 
ern territory; commission basis. Ad- 
dress “W., 3999,” care J C-K. 





PACIFIC Coast and Southwestern ter- 
ritory; well established factory rep- 
resentative; many years successful 
selling to wholesalers and chain 
stores; will consider’ rhinestone 
jewelry, watch attachments, cigar- 
ette cases, novelties and jewelry; 


commission basis; volume lines 
only. Address “K., 3949,” care 
J C-K. 





—e 


~OBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and ieather 
x stores. Address “H., 2006,’ care 





SOUTHERN territory; sterling silver 
or plated hollowware, china, stem- 
ware, or kindred line; commission; 
well known, firmly established; Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama, 
Tennessee; either one or two lines; 
must be top lines for better retail 
jewelers. Address “V., 3728,” care 
J C-K. 





MANUFACTURERS; experienced, jewel- 
ry sales executive representative is open 
for men’s gold filled jewelry line and 
a popular priced line of tailored and 
rhinestone costume jewelry; well estab- 
lished trade among reputable and re- 
sponsible buyers, in California, Arizona, 
New Mexico; strictly commission; ref- 
erences; will only feature two factor 
lines for 1950; only complete informa- 
tion in your first letter will be con- 
sidered. Address “C., 3969,” care J C-K. 





SILVER hollowware salesman available; 
Western representative, with over 10 
years’ experience, selling plated and 
sterling hollowware in Midwest, desires 
exclusive line from established manu- 
facturer ; have loyal following amongst 
department store buyers and jewelers; 
own car; travel extensively; can open 
sales office if necessary; best references 
and sales records available; past earn- 
ings substantial. Address “B., 4077,” 
care J C-K. 





SWISS WATCH line; sales executive 
and salesman, with extensive follow- 
ing, covering trade from coast to 
coast for a well known concern, 
wants to change January 1950 for 
personal reasons easily explained; 
proven ability, results, general ex- 
perience and _ reputation; hard 
worker; able to travel, assist in man- 
aging sales and eventually share re- 
sponsibility in inside work with 
manager, or manage alone for 
owners, with or without investment; 
inquiries will be handled in strict 
confidence. Address “L., 4043,” 
care J C-K. 


MIDWESTERN representative; jewel- 
ry trade, giftwares, department 
stores, volume users, available Jan- 
uary 1; if you are an established 
reputable manufacturer, requiring a 
top-flight salesman, then my 15 
years’ of successful sales experience, 
and loyal following amongst lead- 
ing jewelers, silverware, watch and 
giftware buyers, in the Midwestern 
states, can be of direct benefit to 
your firm; Chicago resident; can 
obtain office if required; own car; 
past earnings excellent; best refer- 
ences available. Address “D., 4079,” 
eare J C-K. 


Side Lines 











SALESMAN wanted, with following 
among jobbers’ trade in New York, to 
sell ladies’ platinum watch cases and 
attachments unmounted. Address “B., 
4033,” care J C-K. 





SALESMAN ; southern territory, to carry 
quality line plastic optical frames as 
side line; commission basis. K. Stenzel 
& Sons, Inc., 21 Hudson St., New York 


13, N. Y 





SALESMEN; with good following, call- 
ing on gift and jewelry stores, carry 
small line of promotional gift items; 
New York distributor. Address “R., 
3958,” care J C-K. 





SALESMEN wanted, for nationally sold 
line of popular priced silver plated 
hollowware; coast, Far West, and 
Southern territories available. Address 
“V., 3964,” care J C-K. 





MANUFACTURER’S representative ; han- 
dle unique handmade plated cuff brace- 
let; all territories open except New 
York, Pennsylvania, and Southern Cali- 
fornia. Write, Box 8530, Pittsburgh 20, 
Pa. 





SALESMAN; experienced, to represent 
New York manufacturer of ladies’ 
platinum watch cases, mounted and un- 
mounted, and attachments; must be 
resident of the Pacific Coast with fol- 
lowing. Address “N., 3956,” care J C-K. 





SALESMAN; experienced, to represent 
New York manufacturer of ladies’ 
platinum watch cases, mounted and un- 
mounted, and attachments; resident of 
the Chicago area, with following in this 
section. Address “P., 3957,” care J C-K. 





SALESMAN; resident of Chicago or Los 
Angeles, with following jewelry manu- 
facturers, to represent importers of 
synthetic stones; commission basis; de- 
tailed resumé first reply; confidential. 
Address “J., 3929,’ care J C-K. 





AGGRESSIVE salesmen; side line of 
snake and expansion watch bands for 
watch repair stores, pawn shops, gen- 
eral stores, drug stores and white stone 
stores; high commission; pluggers only. 
Address “D., 4066,” care J C-K. 





SIDE line salesmen wanted, to offer 
unusual gold wedding ring mer- 
chandising plan to retail jewelers; 
commission basis; most territories 
available; all replies confidential; 
write full particulars in first letter. 


Address “Y., 4018,” care J C-K. 








SALESMAN wanted to carry side line of 
rolled gold watch cases; one salesman 
for West Coast and one salesman for 
Chicago and Middle West, to sell to 
importers and jobbers of watch move- 
ments; give details. Address “H., 3928,” 
care J C-K. 


WELL known manufacturer of ladi«: 
and men’s 10K and 14K gold a 
set rings wants salesmen, with fal 
lowing, calling on _ retail] jewehs 
stores on commission basis. ,, | 
opportunity for the right waite ~ 
dress “H., 3922.” care JC-K. ™ 


ci 
SALESMAN wanted; to travel Chie 

and Middle West; to carry as 4 480 
line, to fine retail trade, old establi rer 
manufacturer's line of high ~ 
ladies’ and men’s 14K gold jewelry 
novelties ; commission. 
4010,” care J C-K. 





e 
Address’ ‘pt 





Tai. 


SALESMAN ; to carry a side line of weg 
ding rings, mountings and diamonj 
rings; fast selling line; commissip 
basis; States of Virginia and Pennsy. 
vania, also for the States of Kentucky 
and Tennessee; give information in de 
tail. Address “Q., 3978,” care J C.K 





$$ 


SALESMAN to_ represent _ establigheg 
manufacturer for Mid-West territory: 
large line of ladies’ platinum and goij 
ring mountings; over 400 numbers: 
also send out catalog; right line fo 
experienced man; replies confidentia} 
Address “L., 3691,’ care J C-K, 





es 


MANUFACTURER of a well establish. 
ed line of leather watch straps want 
salesman with following amon 
watch material jobbers, wholesale 
jewelers, to cover entire South; |i}. 
eral commission. Address “A, 


3905.” care J C-K. 








A few territories open for established 
salesmen, to carry an advertised line 
of plain engraved wedding ring sets; 
also men’s stone rings, gold and plat- 
inum diamond rings; will consider only 
established traveling men. Address 
Circular 177, Room 1415, Heyworth 
Bldg., Chicago 2. 





SALESMAN wanted; with good follow- 
ing department stores and high class 
jewelers, by manufacturers of Sheffield 
cutlery and sterling ware; stock kept 
in New York; commission only; excel- 
lent opportunity; state territory and 
other lines carried. Address “L., 4073,” 
care J C-K. 





INCREASE your present earnings with 
small, but beautifully finished, well 
styled-line 1/20-12K gold filled watch 
attachments, gent’s jewelry; we have 
established accounts throughout coun- 
try ; state territory, experience, side line 
you carry; commission. Address “T,, 
3941,” care J C-K. 


—Eo | 





SALESMEN: experienced, with retail 
jewelry store following, to sell old es- 
tablished, nationally advertised watch 
line; write stating territory covered 
and what additional lines you are now 
carrying; reply strictly confidential. 
Write “C., 3534,” care J C-K. 








SALESMEN: all territories ; to carry out- 
standing line of jewelry boxes and dis- 
plays; suitable advances on commis- 
sions; this is an opportunity to connect 
with an aggressive, fast growing OI- 
ganization; our men are aware of this 
ad: all replies held in _ strictest con- 
fidence. Address “P., 3994,” care J C-K 








* 

SALESMEN;; established men, with fol- 
lowing, to represent manufacturer ; top 
line of expansion watch bands an 
bracelets for the wholesale and jobbing 
trade; this is an excellent side line for 
men with non-conflicting lines; liberal 
commission; write giving full informa- 
tion. Address “G., 3984,” care J C-K. 











SALESMAN: to represent an old estab- 
lished manufacturer in the Midwest; 
we make one of the best 14K mounting 
lines, and all kinds of fancy rings; only 
those who can produce results with 
such a line need apply ; we have a good 
proposition for the right man. Address 
‘“J., 3987,” care J C-K. 
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SIDE LINES—Continued 
eA SSS SSS SS 


anufacturer of. sterling 

SALESMEN ities and outstanding baby 
silve sold nationally ; popular with lead- 
ine * jewelers and throughout jewelry 
ing J roven volume sales to depart- 
= 5 es: only top notch salesmen 


stor ‘ : ane 
= strong following, good territories 


commission basis. Address “i... 








en ; 
1253," care J C-K 
cenit Oe 
t side line for en <> 
he southern and Midwest states, 
ing ring all the live numbers in the 
‘ewelry field, from a $1 retail on up; 
‘specially strong is our line of ear- 
ings, pins and rhinestone necks; will 
yarantee it will be your leading line 
a a very short_ time. Address “H., 
9986,” care J C-K. 





AN excellen 





——— 

MANUFACTURER; wants salesmen to 
carry side line of popular priced 
sterling silver hollowware; must be 
experienced and have a following of 
retail jewelry and department stores ; 
commission basis; give full particu- 
lars and references ; territories open: 
Midwest, South, West Coast. Ad- 
dress “Y., 4021,” care J C-K. 











SALESMEN; in compact territory; sell 
nationally advertised and promoted line 
of birthstone rings, unusually merchan- 
dised, highly successful, direct to the 
retailer; excellent account opener; line 
consists of one tray and promotional 
material; can easily become major 
source of income; car necessary; reply 
in confidence. Address “R., 3939,’ care 
J C-K. 








PACIFIC Coast representative, with es- 
tablished following, to call on the better 
department and retail stores; we manu- 
facture a very high grade type of 14K 
and genuine pearl antique reproductions 
of brooches and earrings, which go into 
the very best stores in the country; 
commission basis; give all details in 
first letter. Address “‘W., 4031,” care 
J C-K. 





WANTED; representative with follow- 
ing and non-conflicting lines, living 
in St. Louis and traveling in Central 
and Midwest states, to handle repu- 
table firms, in business since 1920, 
varied ladies’ platinum, diamond 
and guard ring line; commission 
basis; good opportunity; reply giv- 
ing references. Address “G., 4008,” 
eare J C-K. 








Help Wanted 














WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,’’ care 
J C-K. 








ENGRAVERS ; for work at home, putting 
silver initials on smoking pipes. Address 
“B., 3867,” care J C-K. 


———— 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 














WATCHMAKER with optical experience ; 
give age, experience and other refer- 
ences. Address “R., 3935,” care J C-K. 





JEWELER on platinum and gold; good 
mechanic ; write in detail. Address “‘C., 
3975,” care J C-K. 








JEWELER; with thorough knowledge of 
the trade, with foreman ability ; a great 
future for an energetic and capable 


man. Address “V., 3976,” care J C-K. 


ENGRAVER and chaser; extra fine posi- 
tion and a good city in which to live; 
when replying state qualifications and 
salary. Address “P., 3977,” care J C-K. 





SALESMAN; for a manufacturer of a 
fast moving line of ladies’ and gent’s 
wedding rings, for New York City, 
Philadelphia and Boston. Address “L., 
3930,” care J C-K. 





EXPERIENCED office man who under- 
stands detail of mounting platinum dia- 
mond and gold rings; wonderful op- 
portunity for right man. Address “V., 
4030,” care J C-K. 





SALESMAN;; traveling Southern States, 
for Customized diamond rings; ex- 
ceptional opportunity for right 
man. Colonial Mfg. Co., Ine., 74 
W. 46th St., New York City. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





WANTED; junior salesman for New 
York department stores; old estab- 
lished line of compacts, cigarette 
cases and jewelry. Address “A., 


3945,”’ care J C-K. 








SALESMAN; Chicago and Midwest area, 
to call on better retail and wholesale- 
retail establishments, with manufac- 
turer’s line of gold diamond watch 
cases. Lemore Jewelry Co., 81 W 45th 
St., New York 19, N. Y. 





SALES-conductors, experienced; must 
know how to prepare, advertise and 
conduct sales for retail jewelers; salary 
and commission; write fully. National 
— Service, 408 Olive St., St. Louis 2, 
vio. 





WATCHMAKER; capable and reliable, 
for permanent position in Wisconsin; 
excellent salary and pleasant working 
conditions; state age, experience, ref- 
erences and salary desired. Address “N., 
3992,” care J C-K. 





WANTED; jewelry repairman and dia- 
mond setter: permanent position, good 
working conditions; floaters need not 
apply; located in Indiana; furnish ref- 
erences and send small photograph. Ad- 
dress “S., 3959,” care J C-K. 





SALESMAN: with established following, 
retail jewelers, to sell excellent diamond 
ring line in platinum and gold, reason- 
ably priced; wonderful opportunity for 
right man. Address “S., 4029,” care 
J C-K. 





ASSISTANT manager for fine store, cen- 
tral Pennsylvania, city of 17,000; no 
* floaters: manager in two months on 
proven ability; A-1l customer of ours. 
The Claude R. Robins Co., Wholesale 
Jewelers, Harrisburg, Pa. 





JEWELER: with mechanical and artis- 
tic inclination, coupled with business 
ability; very fine opportunity for a 
future for such a man; reply in detail 
as to age, experience and qualifications. 
Address “T., 3974,” care J C-K. 





SALESMEN: with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced ; 
commission basis; write references. Ad- 
dress “‘A., 2256,” care J C-K. 





ATTENTION optometrists; excellent 
opportunity in a southern Ohio town 
of 15,000, with large drawing from 
surrounding area. Write, Hodgkin’s 
Jewel Box, 204 W. Main St., Os- 
born, Ohio. 





SALESMAN; New York City, to carry 
a highly desirable line of 14K gold 
novelties for established concern; 
must have following with Fifth Ave- 
nue stores. Address “D., 3972," 
care J C-K. ; 





SALESMAN wanted; top notch aggressive 
man, to handle popular priced attrac- 
tive, fast moving line of watch attach- 
ments to jobbers and watch houses, for 
Midwest area, who has not earned less 
than $7,500 per year. Address “J., 
3948,” care J C-K. 





SILVER salesmen for Southwest, Mid- 
west, West Coast and New England 
territories; established lines of fine 
sterling and plated hollowware; com- 
mission basis. Address, Associated 
Silversmiths, Inc., 900 Third Ave., 
New York 22, N. Y. 





SALESMEN for jewelry, department and 
novelty stores; established brand, fine 
gold filled and rhinestone jewelry; im- 
ported English straps; promotional 
prices for fast sales, use with other 
lines as opener. Address “T., 3997,’ 
care J C-K. 





OLD established Swiss watch importer, 
desires salesmen, with department 
store following, to sell popular 
priced watches; several territories 
open; no objection to non-conflict- 
ing side lines. Address *‘A., 4081,” 
care J C-K. 





WANTED; experienced watchmaker, one 
with retail jewelry store experience: 
prefer Iowan, or one who has or can 
qualify for Iowa State watchmaker’s 
license ; state experience, references and 
salary expected in first letter. Address 
“M., 3955,” care J C-K. 





SALESMAN for Texas, Oklahoma and 
tributary states, to exclusively repre- 
sent well known delivery line of 
colored stone and diamond rings; 
please give complete résumé of 
background. Address “M., 3664,” 
care J C-K. 





EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in retail 
jewelry stores; must have car: liberal 
drawing against commission; all infor- 
mation kept in strict confidence. Ad- 


dress “N., 3775,” care J C-K. 





SUCCESSFUL credit jewelry store, in 
large North Carolina city, wants an 
aggressive salesman, in a manage- 
rial capacity, with thorough knowl- 
edge of the jewelry business; good 
salary and excellent future. Ad- 


dress ““N., 4009,” care J C-K. 





SALESMAN; to represent jewelry 
wholesaler, carrying leading nation- 
ally known lines; call on _ retail 
jewelers in Virginia, North and 
South Carolina; full commission, 
including mail orders, Address “‘R., 


4007.” care J C-K. 





REPRESENTATIVE for New England 
and New York state, to carry de- 
livery line of diamond and colored 
stone rings for long established con- 
cern, known nationally; state past 
experience. Address “W., 3810,” 
care J C-K. 





(Continued on page 210) 
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MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





JEWELRY salesman wanted with fol- 
lowing in New York state and Penn- 
sylvania, to call on retail stores, for 
established wholesale firm, direct 
importers of diamonds and watches, 
carrying a complete line of jewelry. 


Address “‘S., 3899,” care J C-K. 





SALESMAN wanted; aggressive man with 
following among jobbers on Pacific 
Coast, to carry small line of watch 
bracelets; no objection to non-conflict- 
ing lines; state full details and refer- 
ences in first letter; all replies con- 
ax am Address “F., 3985,” care 





WATCH salesman, for Middle West or 
East, wanted by old established im- 
porter of popular priced Swiss watch 
line, to call on wholesalers; drawing 
against commission; no objection to 
non-conflicting line; give full de- 
tails in confidence. Address “R., 
4011,” care J C-K. 





WATCH material man; we have an open- 
ing for an experienced man in our ma- 
terial department; one of the oldest 
and leading watch material firms in the 
Mid-West; position offers promising 
future; give full details in the first 
letter; applications kept confidential. 
Address “B., 4064,’’ care J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., 
Toledo, Ohio. 





WATCH salesmen for nationally ad- 
vertised, popular priced, Swiss watch 
line; commission basis; territories 
open: East, Middle West, Southwest; 
existing accounts will be turned 
over; state complete details, past ex- 
perience and references. Address 


“S., 3936,” care J C-K. 





WANTED; executive type retail sales- 
man who has experience in mer- 
chandising; furnish references; per- 
manent position with growing or- 
ganization; attractive proposition 
for right person; give all details in 
first letter. Address “B., 3968,” 
care J C-K. 





SALESMEN; old established manufac- 


turer of platinum and gold wedding 
rings, covering 48 states; liberal com- 
mission, drawing account if sales merit 
it; can make $5,000 or more yearly; no 
objection to one or two non-conflicting 
lines; reply in detail stating experience 
and territory covered. Address ‘“S., 
3940,” care J C-K. 


SALESMAN; desired for representa- 
lion of nationally known ring line, 
diamond rings and colored stones, 
for territory from Denver, west; in 
making reply, please state past ex- 
perience and all other essential de- 
tails. Address ‘‘A., 3532,” care 
J C-K. 





FOREMAN for high school ring manufac- 
turing; should be either expert jeweler, 
stone setter, polisher, tool maker or die 
cutter, and experienced in other phases 
of manufacturing ; permanent; excellent 
opportunity; completely equipped, well 
established shop in large Pennsylvania 
a fully to “B., 3469,” care 





WATCH salesmen; experienced, with 
good retail store following, for na- 
tionally known, popular priced, 
nicely packaged, up-to-date Swiss 
watch line, on good commission 
basis; no objections to non conflict- 
ing lines; state territory with full 
particulars. Address “G., 4038,” 
eare J C-K. 





SALESMAN; old established firm, with 
large following, selling complete line of 
jewelry, including specialized and im- 
ported items to retailers in Midwest, 
wants high grade man experienced and 
well acquainted in this territory; very 
interesting commission; give details. 
Address Circular 171, Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN wanted; for unusual dia- 
mond platinum rings that are dif- 
ferent; easy to carry, and to display 
with any kindred line; commission 
basis; excellent income if you have 
established contacts with better re- 
tail jewelers; give full details in first 
letter for immediate reply. Address 
“V., 3998.” care J C-K. 





WATCH §salesmen, with following 
among retailers for West Coast, 
Southern States, Middle West, Penn- 
sylvania, and neighboring states, 
wanted by established importer for 
popular priced complete Swiss 
watch line; commission basis; no 
objection to non-conflicting line; 
state details in confidence. Address 


**S., 4012,” care J C-K. 





SALESMAN; well known importer and 
manufacturer of exclusive, ladies’ 
and men’s fancy gold watches and 
novelty gold jewelry, desires man to 
cover central Southern states; must 
be well known to the trade and 
preferably resident of territory; 
house has considerable following 
among best stores in territory. Ad- 


dress “K., 3953,” care J C-K. 








SALESMAN; for leading line of low 
priced sterling hollowware;_ territory 
available includes Texas, Oklahoma, 
Arkansas and Louisiana; we have es- 
tablished customers and are seeking an 
experienced man who knows the jewel- 
ers, department stores and jobbers in 
this territory and who can build addi- 
tional accounts; please furnish us with 
complete details. Address “P., 3934,” 
care J C-K. 


SALESMEN ; calling jewelry 
leather goods, men’s Stores pot tment, 
sent manufacturer of quality 2" 
leather watch bands, bill folds wee of 
belts and sterling silver buckles: one 
of metal bands; covering the’ Mi ber 
West, South, Texas and surroy dle 
states, and the eastern states; a 
commissions; write particulars, ‘p= 

Watch Attachments Co., 253 ¢ Bree 

way, Los Angeles 12, Calif. * SToad. 





ees 
——e, 


LUCRATIVE territory open fo, - 
pable, ambitious salesmen for oy, 
large and well regarded line of 
rings and mountings; if you would 
enjoy a connection with a progres. 
sive firm, with customer relation, 
and producing merchandise which 
insures business in quiet times, a; 
well as good, write, Goodman & Co., 
42 W. Washington St., Indianapoli, 
4, Ind. 





Ete, 


SALESMAN wanted; we're looking for 
an outstanding salesman accustomed to 
making big money and who wants an 
opportunity to make even more; must 
know intimately important territory of 
Arkansas, Kansas, Mississippi, Okla. 
homa and Kansas City, Missouri; this 
territory will be his exclusively with an 
attractive drawing against commission 
arrangement; please state fully your 
experience and other pertinent particu. 
lars. Apply by letter only to, Benrus 
Watch Co., Inc., 200 Hudson S&t., New 
York 13, N. Y. 





THREE; top notch salesmen, with 
active jewelry store following, to 
represent nationally advertised watch 
concern in the South, Middle West 
and Pacific Coast; all territories 
have established accounts and have 
foundations for lucrative incomes; 
a liberal drawing against commis 
sions for the right men, who have 
experience and ability; write in de- 
tail, stating territory covered; your 
letter will be held in the strictest 
confidence. Address “B., 3533,” 
care J C-K. 





LONG established New York firm desires 
salesman with following among retail 
jewelers, to travel North Dakota, South 
Dakota, Missouri, lowa, Nebraska, 
Kansas, Minnesota, Wisconsin, Illinois 
and Michigan; this territory SUCCESS- 
fully covered for the past 15 years; 
complete delivery line of loose diamonds, 
diamond rings, diamond wedding rings, 
also mountings; drawing account 
against commissions; no objection to 
non-conflicting side line; car essential ; 
write in detail stating age, experience, 
etc.; correspondence held confidential. 
Address “C., 3981,” care J C-K. 











SALESMEN wanted; excellent opportu- 
nity for top-flight man _ to cover tertl 
tory in East, Middle West, Southwest, 
we want men with experience in the 
jewelry field and who have a good fol- 
lowing with reputable retail jewelers ; 
there is a certainty that the right man 
can derive substantial sales earnings I 
handling our Lovebright diamond rings, 
write fully concerning past experience, 
all communications will be held con: 
fidential; interviews will be granted 
upon receipt of written applicaton.. 
A. Edward Fisher & Co., Inc., 580 Fift 
Ave., New York City, creators of Love- 
bright diamond rings. 
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SALESMEN; two territories open, the 
Middle West and the Pacific Coast ; 
we manufacture a smart line of dia- 
mond watches, diamond _attach- 
ments, a strong and interesting line 
of diamond ring mountings, bridal 
sets in platinum and gold; some of 
our items you can see advertised as 
usual in the Jewelers’ Circular-Key- 
stone; opportunity for good con- 
nection and lucrative earnings for 
men with following amongst retailers 
in the above mentioned territories; 
all correspondence treated with the 
strictest confidence. Seidman & Co., 


31 W. 47th St., New York City. 














SALESMEN; an opportunity for a 
career, not a job; attractive terri- 
tories still available for 1950 to the 
right men, who want to become 
associated with one of the oldest 
and most reliable manufacturers 
selling our line of American Beauty 
rings; we are seeking men with that 
precious gift of salesmanship, a 
willingness to travel, a substantial 
following in the trade and experi- 
ence in selling mounted diamond 
rings; write or telephone for an ap- 
pointment; applications will be held 
in strictest confidence. Untermeyer, 
Robbins & Co., 136 W. 52nd St., 
New York 19, N. Y. Tel. Circle 
7-7714. 





SALESMEN wanted; to _ exclusively 
represent nationally known manu- 
facturer of every conceivable type 
of gold rings, including complete 
line of diamond rings; men selected 
must be thoroughly experienced in 
their respective territories; only 
wide awake men accustomed to 
proven large earnings and who can 
properly present our merchandising 
plan to the retail jeweler need ap- 
ply; all replies will be held in con- 
fidence; territories open: Pacific 
Coast, Midwest, South Atlantic from 
District of Columbia to Florida, 
West South Central, including 
Arkansas, Louisiana, Oklahoma and 
Texas; must be strong in Texas; we 
have lucrative accounts in all ter- 
ritories, excepting West South Cen- 
tral states. K. Polishook & Son 
Corp., 31 W. 47th St., New York 
City. 


For Sale 


Stores, Stocks and Businesses 














FOR SALE; paying jewelry shop in Utica, 
N. Y.; reason for selling, ill health. 
Address “B., 3925,” care J C-K. 








FOR SALE; small jewelry store; good 
repair business; inventory including 
fixtures, about $3,000. Evens Jewelry, 


1209 Main St., Vancouver, Wash. 


JEWELRY repair, special order work, 
light manufacturing, private following ; 
ideal location, downtown Los Angeles; 
illness forces sale. Address “L., 3954,” 
care J C-K. 





MIDWEST jewelry wholesaler, selling es- 
tablished brands for many years in 
Rocky Mountain and Plains Region; 
will sell going concern for cash. Ad- 
dress “J., 4070,” care J C-K. 








PLATINUM brooch by Tiffany, Paris; 90 
round diamonds, 15 baguettes, five 
genuine sapphires, four emeralds, three 
rubies; exquisite workmanship; offered 
by individual to settle estate. Address 
“K., 3950,” care J C-K. 





FINE, old established jewelry store, cen- 
tral location, thriving city 60,000 popu- 
lation, 50 miles from Philadelphia; all 
national lines; approximately $25,000 
inventory; will sacrifice; owner retir- 
ing. Address “D., 3947,” care J C-K. 





JOBBERS attention; manufacturing 
jeweler going out of business, liquidat- 
ing stock of platinum diamond mounted 
watches, platinum watch cases, hand 
made gold watches and bracelets. 145 
W. 45th St., Room 706, New York. 
Berke. 





OLD established jewelry store; good lease 
in city of 20,000, on the San Francisco 
peninsula; clean inventory about $25,- 
000; good repair business; splendid op- 
portunity for man and wife; must sell 
due to ill health. Address “K., 3753,” 
care J C-K. 





EXCELLENT opportunity ; modern, up-to- 
date jewelry store, Middle West; excel- 
lent cash and credit business; good 
location; can have business for inven- 
tory; clean, nationally advertised mer- 
chandise; inventory $65,000; _ illness 
compels selling. Address “D., 4035,” 
care J C-K. 





PROMINENT Newark jewelry factory 
for sale, with organization, if de- 
sired; completely equipped tool 
room, rolls, hammers, presses, cast- 
ing room, valuable dies suitable for 
popular priced gold jewelry or in- 
expensive diamond jewelry, and 
ladies’ stone and diamond rings. 


Address “F., 4037,” care J C-K. 





FOR SALE; established jewelry store; 
health forces sacrifice sale of going 
business in the lumbering capital of the 
Pacific northwest; 60,000 population in 
trading area; excellent watch repair 
trade with all modern equipment; 16 ft. 
frontage on main thoroughfare in the 
heart of town; now reducing inventory 
to absolute minimum to facilitate quick 
sale; delivery date Jan. 1, 1950; $5,000 
will handle. For particulars’ write, 
Harbor Jewelers, 121 Heron S8t., 
Aberdeen, Wash. 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, ete. , ; 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St.. New York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 
post, or express to any part of the 
United States. 








Business Opportunities 








_ 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WATCH repair trade shop, wanted to 
buy, in or near New York City, with 
accounts. Address “W., 4019,” care 
J C-K. 





SMALL, established jewelry store wanted ; 
100% location; write complete details; 
all information confidential. Address 
“E., 3973,” care J C-K. 





JEWELER; wants to invest as a part- 
ner, in an established special order or 
jewelry manufacturing business, in the 
New York area. Address “R., 4051,” 
care J C-K. 





MANDEL E. LEWIS, world’s famous dia- 
mond and jewelry auctioneer; wire or 
write for date and terms. 200 W. 90th 
St., New York City. Sc 4-5953. 





ASSOCIATE gemologist and _ licensed 
watchmaker, wishes to buy small jewel- 
ry store in Midwest; must have good 
reputation. Write, George Vonderharr, 
1211 Andrews St., Rockford, IIl. 





SMALL jewelry store wanted; prefer un- 
der $10,000; east or northeast Texas 
preferred; consider other location; 
please give complete details. Address 
“L., 3714,” care J C-K. 





JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





PARTNER wanted; for a good estab- 
lished concern manufacturing wedding 
rings; must have knowledge of busi- 
ness, which is situated in the vicinity o 
New York City. Address “M., 3931,” 
care J C-K. 





WANTED to rent, or purchase, jewelry 
concessions in retail stores; must 
have 100% location; will consider 
units in New England and Middle 
Atlantic States. Address **T., 4013,” 
care J C-K. 





HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast; all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





(Continued on page 212) 





FOR JANUARY, 1950 


211 














BUSINESS OPPORTUNITIES —Cont. 








(Continued from page 211) 





AUCTIONEER; 11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 


WELL Known New York diamond bunch 


ring, mounting and jewelry concern, 
with national coverage, plans to dis- 
continue business in next few years; 
will turn over business to responsible 
party with financial resources, sufficient 
to run substantial business under suit- 
able arrangement to liquidate present 
inventory ; not necessary to buy assets; 
excellent opportunity for existing jobber 
or top notch salesmen; furnish in- 
formation in letter. Address ‘‘A., 3926,”’ 
care J C-K. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





ALERT, young man, with sales ability, 
to invest $50,000 or more, to purchase 
retiring partner’s share in old estab- 
lished, successful wholesale jewelry 
business in Philadelphia ; wonderful op- 
portunity for ambitious, high calibre 
man; all communications strictly con- 
fidential. Address ‘“N., 3933,’ care 





AUCTIONEERS interested in liquidat- 
ing stock profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stock; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 





CASH raising sales for your store; using 
our personal promotional methods, 
bringing successful results; television, 
anywhere, during daytime, your show 
windows ; customers crowd store to play 
“fascinating games” and other promo- 
tional stunts; advertising copy, leaders, 
etc., furnished; National Discount Sales. 
Address “C., 4024,” care J C-K. 





AUCTIONS; reputable auctioneer will 
conduct ethically and successfully 
auction sales to raise cash, or re- 
duce stock for reliable or retiring 
concerns, or purchase same _ for 
cash; bank and trade references. 
Max Harnik, 2160 Holland Ave., 
Bronx 60, N. Y. Western office: 
316 Central Ave., Hot Springs, Ark. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; 3en 8 Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif.; Pfeifer Bros., Littl Rock: Hal- 
ton’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 


WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
erations; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business; all 
correspondence held in strict confidence. 
Herman Kimmel, 48 W 48th St., Room 
703, New York, N. Y. 





ACTION by auction; only a special 


auction sale will convert your in- 
ventory into top cash prices; we 
guarantee your cost plus a profit 
and good will of your customers; 
we advance money and supply mer- 
chandise; we conduct auction or 
flat sale and will buy or sell your 
credit accounts and fixtures; high 
type personnel; our firm has over 
35 years’ experience in the jewelry 
store field; best bank and trade 
references. National Capital Co., 


545 Fifth Ave... New York 17, N. Y. 





BEN JACOBS, America’s well known, 


reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or. will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers Bldg., Boston, Mass.; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 








MR. JEWELER, if you want to retire 


from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you hew it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 


A. E. Gates & Associates, jewelry 
tioneers; if you are retiring Fics 
business, or wish to es 
stock, a dignified auction conduct 
by experts in selling jewels, art Z 
jects, all classes of goods Carried j 
first class stores, with the ability - 
describe each piece correctly he 
convincingly, inspiring the most dis. 
criminating customers to buy during 
and long after your auction ig Over: 
our proven ability of many years’ 
successful selling for leading jewel. 
ers throughout the United States 
will also apply to you; we can sell 
all or any part of your stock, quick. 
ly and profitably; write or wire for 
terms and dates. A. E. Gates, Creat 
Southern Hotel, Hollywood, Fla 
Tel. 3544. 


reduce your 








AUCTIONEERS; V. C. Kelley and As. 


sociates; for over 20 years America’s 
most successful jewelry auctioneers; 
rich in experience, outstanding in 
ability ; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we possesss the skill to get 
the most for your stock; recently 
sold over $350,000 for the five fol- 
lowing stores; Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts, Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references, 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, IIl. 





WOULD you like to retire from busi- 


ness, if you were given a _ respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive jew- 
elry brokers in business; unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, III. 





Wanted to Purchase 





ED 





CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 











WANTED, used sterling flatware or hol- 


lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W 7th, Los 
Angeles, Calif. 
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———————oom" 
WANTED TO PURCHASE—Cont. 


——eeeeee eee 
rices for 12 and 16 size, 7 to 

ngewe) Pamerican movements ; check 
immediately ; estimate subject to 











roval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, 
_ 


WILL invest up to $250,000 cash, for 
a chain of jewelry stores anywhere ; 
will also consider old, established, 
individual stores; write full particu- 
lars and price; principals only; 
strict confidence. Address “B., 


3980,” care J C-K. 








SPOT cash for your surplus stock 
watches, diamonds, and jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 


WATCH repair to the trade; chronograph 
and complicated watches our specialty ; 
all work timed and Watchmaster tested. 
Ace Watch Makers, 35 S. Dearborn St., 
Chicago 3, III. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster : 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
a el York 32, N. Y. Lorraine 
- ( 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 











CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; _refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





_—_ ------ 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 





SINCE 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





EXPERT watch repairing for the trade; 
chronograph cleaning $6; all work 
tested on Watchmaster; fast service. 
Shein, Room 900, 68 Nassau St., New 
York City. 








——— 


EXCEPTIONAL watch repair quality; 
can take on one more good account; 
Watchmaster; try us; be surprised; 
be satisfied. Abe Beldengreen, 43 
Beaver St., Brooklyn 6, N. Y. 








BOSTON, Mass.; expert and guaranteed 

watch repairing; prompt service; rea- 

sonable price list upon request; mail 

orders invited. David Migdal & Co., 
109B Summer St. 


CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





QUALITY watch repairing for the 
trade; every detail carefully attended 
to and all work guaranteed; mail 
orders invited. O. Aron, 62 W. 47th 
St., New York 19, N. Y. Luxem- 
burg 2-3599. 





PERFECT Watch Repair Service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection: two to 
three days’ service; no better workman- 
ship at any price; send us your trial 
order now. 





IMPORTANT; your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 





KNOW your vibrator; mail direct; same 
day service; flat $1.75; Breguet $2.50; 
staffs fitted, $1.25 with vibration, $1.75 
without, Jewel pins fitted $.75; deal 
with an established concern and enjoy 
these advantages; free services, restud, 
recollet, poise, hairsprings unraveled, 
regulator pins fitted; ask for Vibra-Pac, 
an exclusive patent pending method of 
returning a hairspring in beat and at- 
tached to both balance and cock; no 
further adjusting necessary: write for 
free envelopes and containers. Hair- 
spring Vibrating Co., 406 32nd St., P. O. 
30x 330, Union City, N. 








TWENTY-FIVE years of experience 
in fine watch repairing; services 
include repair on  chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing ; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WoOrth 4-3377. 











Special Order Work and 
Repairs for the Trade 








FOUNTAIN pen and lighter repairing; 
experts on all makes; authorized ser- 
vice station Parker, Shaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





DIAMOND setting; handle diamonds; 
specialists, dukes, rose, rough diamonds; 
New York and out-of-town. Wasser- 
man Bros., 116 Nassau St., New York. 


Di 9-0769 





PEARLS and beads restrung; rosaries 
repaired by experts for the trade: right 
prices ; prompt service ; monthly billing. 
Woodman’ s, 55-B Eddy St., Providence, 





“3 ; 

BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice ; can furnish references. Mrs. Helen 
B. Stump, 202 State St., Shillington, Pa., 
near Reading. 





LAPIDARY ; complete service; stones re- 
cut, repolished, repaired, drilled, en- 
graved, encrusted; new stones for 
replacements ; special opal, star sap- 
phire doublets. Ace emai Red Cross 
Bldg., Jamaica, N. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 




















SPACIOUS office space for rent; abso- 
lutely private; suitable for watch- 
maker, engraver or dealer; $40 monthly. 
Hirshhorn & Stillman, 71 Nassau St., 
New York City. 





Miscellaneous 








WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c. stamps, for 
sample copy. Dean Co., 116-A Nassau 
St. New York 7, N. Y. 





SWISS Watch And Jewelry Journal, En- 
glish language edition of the “Journal 
Suisse d’Horlogerie et de Bijouterie’’; 
subscription $5 one year, $9 two years; 
U. S. agents: Overseas Publishers’ Rep- 

ee 66 Beaver St., New York 





EXECUTIVES and Salesmen; why 
own a car? travel the carefree way; 
rent a 1949 sedan by month or year; 
write or phone for complete details. 
Carservice, Inc., Northern Blvd., at 
50th St., Long Island City 1, N. Y. 
Surrey Building. RA 6-4960. 
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STERLING FLATWARE 
PATTERN INDEX 








IMMEDIATE 
DELIVERY 





Actual size of book, 
13" x9"" 
Teaspoons are shown 
actual size in book. 


THE STERLING FLATW 





Contains Mate 


Jewelers find THE STERLING FLATWARE PAT- 
TERN INDEX absolutely indispensable for iden- 
tifying patterns to be matched —and for making 
selling suggestions to customers. It contains, under 
one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and olso- 
lete patterns. 


Completely Revised and Up to Date 
Over 1300 Patterns Shown Full Size 
Essential For Matching Patterns 

Indexed by Patterns and Companies 


Each pattern name is listed in one alphabetical index 
. and cross-indexed again under the name of the 
manufacturer using it. Illustrations are beautifully 


Helps You Sell More Silverware 
done, in full size, and printed on fine coated paper. 


Used Daily by Jewelers Everywhere 
The binder is of rich black cowhide leather, gold 


stamped. These pages are supplied in convenient All Books Sold Remittance With Order 
loose-leaf form, and revisions published periodically MS SP ob" A HN SE NE 8 


will be available at a reasonable cost. These can then 
be inserted into your book keeping it constantly up THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street. New York 17, N. Y. 


to date. 
Enter our order for a copy of THE STERLING FLAT: 
WARE PATTERN INDEX. 


64848846446 


In daily use by jewelers everywhere, this bvok 
has proved its value as an essential reference vol- 





ume, invaluable in operating a Sterling Silverware With Binder $20 Without Binder $15 
Department. Check or Money Order for $ a | is enciused 
m Name 
SEND NOW FOR THIS ESSENTIAL SELLING TOOL Street 
City | | Zone State 


preteen 
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... I Conclusion 


LET'S GO 


Everyone gets a real thrill in seeing a well-run team 
fight its way to victory; especially if it’s an uphill fight 
which reverses the odds. 

That is why we are so happy about the progress which 
has been made during the past year in the industry’s 
struggle to have the excise tax removed. 

The past month produced two particularly significant 
developments; comments by President Truman and Sec- 
retary of Commerce Sawyer, wherein both alluded to the 
desirability of serious study on the question. From men 
of their standing in the higher echelon of the executive 
branch of the Government, these public statements are 
more than straws in the wind. They are reason for en- 
couragement. They are cause for an imaginative drive to 
force action. They are definite signposts for the direction 
of our industry’s efforts to fight right down the line to 
complete victory; the total elimination of wartime im- 
posed excise taxes! 

This past month’s developments are especially impor- 
tant when it is considered that the majority of the mem- 
bers of the legislative branch of the Government, in both 
the House and Senate have expressed themselves as ready 
to eliminate wartime excises when the appropriate bills 
reach the floors of their respective chambers. 

Let us not waste our energies on complaints about the 
untimeliness with which the Truman and Sawyer state- 
ments were made—just before Christmas. Let us instead 
follow through on the advantages of their actions by 
writing them, commending them on their expressions and 
conveying the hopes that they will carry through, now 
that the public has been “conditioned” and has post- 
poned important jewelry purchases until after the tax 
is eliminated. 

Let us write today to Truman, to Sawyer, to George, 
to Doughton*, to our own Congressman and Senators. 
Let us push our advantage while we have it, for a quick, 
clean victory. It is certainly worth the energy it takes to 
write seven sincere letters telling in your own words of 
your desire to have the tax removed and why and how 
it is hurting your business. 

Or can you think of an easier way to do something for 
your business, which would help it as much as the elimi- 
nation of this tax? 

The letters you wrote last summer provided a big push. 
The letters you write today, now could right well be the 
deciding factor in putting the whole thing over. 

If you put this off, don’t stifle your conscience the nex! 
time it stirs as you start to complain about the tax. 





* Harry S. Truman, President of the Untted States, 


Blair House, 
Pennsylvania Ave., Washington, D. C. 
Charles Sawyer, Secretary of Commerce, 


Commerce Building, 14th & E Street, 
Washington, D. C. 
Walter F. George (Democrat, Georgia), 
Chairman of the Senate Finance Committee, 
Senate Office Building, Room 342, 
Washington, D. C. 
Robert L. Doughton (Democrat, North Carolina), 
Chairman of the House Ways and Means Committee, 
House Office Building, Room 1101, 
Washington, D. C. 
For the names of your congressman and senators call your local 
newspaper. When writing, address them at “(Senate or House) Office 
Butlding, Washington, D. C.’’ 
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CHRISTMAS Is COMING 


Within the next few months Uncle Sam wil] Pay out 
some two billion dollars in Veterans Insurance dividends 

Concurrently several states will be paying out Veterans 
Bonuses. (Pennsylvania will distribute $500 million, ) 
The estimated average individual payment by the State 
of Pennsylvania alone, will be between $325 and $359 

These are tidy sums to come upon. They provide an 
opportunity for the recipients to indulge themselves in 
purchases beyond the commonplace. 

However, if we know anything about human nature 
we would say that most of those who receive these pay. 
ments will have decided where they are going to spend the 
money, well in advance of the receipt of the checks, 

So, it’s none too early to keep this windfall in mind, 
nor to plan and put into effect, those promotions which 
will bring to the attention of the veterans in your con. 
munity, the emotional and practical benefits to be de. 
rived by investing in jewelry store merchandise. 





ea 


Here’s a new kind of “tax.” The London Sunday 
Chronicle recently said that Britain Labor Government 
might force wage earners to “save.” 

The newspaper said it was part of Cripps’ program to 
check inflation. It calls for “saving” seven. shillings 
(98 cents) a week by a man with a wife and two children 
who earns seven pounds ($19.60). 

The saver will be able to withdraw the money, the 
Chronicle reports, “when prosperity returns.” 





IT'S THERE, FOR THE GETTING 


Deposits in New York State savings banks rose $64 
million in November, 1949, against $43 million in No- 
vember, 1948. 

Contrast that with August, 1949, savings in New York 
State savings and loan associations which showed a 
decrease over the same month of 1948. Recall, too, that 
retail activity in August, 49, showed a general improve- 
ment over the soft trend of preceding months of the year. 

This demonstrates the inescapable fact that when people 
save a large part of the slack in their incomes, retail 
business goes down. 

The flow of nimble dollars creates prosperity. A jam 
of stagnant dollars dams business. 

The savings of our citizens, now at an all-time high of 
around 35 billion dollars in savings and time deposits 
alone, represent a vast reservoir of untapped sales oppor- 
tunity. They stand as a tantalizing challenge to the mer- 
chandising skills of every retailer who considers himself 
worthy to be called a merchant. 





No man looks truly mature until he has lived long 
enough for the enthusiasm of his youth to shine through 
the character in his face. 


Kaufbed BPE 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















you ARE INVITED to inspect the largest, 
most complete ring line in America, ot The 
Dallas, Texas Jewelry Show. O&B Represent- 
ative, Mr. Abe Solomon will welcome you. 
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Buy no rings until you hear 


about the O & B Partnership” Plan 


bs 


for the greatest year in ring history 


HUNDREDS OF NEW, 
BEAUTIFUL STYLES! 


HUNDREDS OF 
PRICE REDUCTIONS! 


NEW SALES BUILDERS! 
DISPLAYS! | 


AL REVOLUTIONARY 
JX ADVERTISING PROJECTS! 


By all means hold up your next ring order until you 
hear from the Ostby & Barton Representative. He'll show 
you new styles galore, and explain the new O&B 
“Partnership” Plan that lets Ostby & Barton offer you 
even finer merchandise at lower prices. 


He'll show you the biggest, newest advertising 
support anyone has ever offered in the ring field—more 
free promotional displays—more free newspaper mats 
than the industry has ever seen! 


Yes, Sir! 1950 is a year that will make ring history, 
and Ostby & Barton will make it! The Ostby & Barton 
Representative is on his way to see you now. Wait 
for him . . . heed him well . . . and you'll have a lot of 
extra ring profits this year! 














OSTBY & BARTON COMPANY < 


“Ring Leaders” . since 1879 











118 Richmond St. ° a 366 Fifth Ave. 
Providence : | 





yours to love 


250 JANUARY 198 
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pil fr eee 
sing in Life, Look, Ladies’ 


Community advert! 

Home Journal, McCall’s, Woman’s Home 
Companion, Cood Housekeeping: Cosmopol- 
Redbook, American Magazine, House- 


itan, 
Charm, Glamour. 


hold, Mademoiselle, 











